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To The Editor .. 


‘A reliable basis 
for training’ 
Sm,——The slight stir which | 
have made about aspirants for 
the diploma of the Advertising 
Association can do no harm 
whatsoever. It would be an im- 
possible state of affairs if only 
those an directly interested 
in the diploma examinations. 
were able to comment on them. 
I know that it has long been 
the intention of the Society of 


Diploma debate 


Shaking students’ 


confidence 


Sin,--Whether or not Mr. 
Jefkins’s original comment will 
cause dismay among students we 
po never know, but his letter 
(July 22) certainly will. 

In this Mr. Jefkins gives some 
of the reasons why students are 
never likely to pass the diploma 
examinations. he first reason 
given is not, as one might sup- 
pose, because “they scarcely 
bother to study at all (this is 
the last reason), but because 
“they do not possess sufficient 
variety of experience.” 

This is a surprising statement 
calculated, | think, to shake the 
confidence of all young students 
who are resolutely performing a 
minor, but very necessary, job in 
some advertising department or 
agency. 

The reason they study media, 
for example, at night is because 
they are bogged down all day in 
a production department. 

s Mr. Jefkins mean that to 
have had no experience in a 
media department might handi- 
cap a student in the examina- 
tions ? 

I understand the diploma 

examinations to be a course of 
study by which a _ reasonably 
intelligent and studious person 
can learn the business of adver- 
tising—whatever his current job 
may be, 
If this student can satisfy the 
examiners that as a result of 
studying the recommended books 
he has given answers which 
accord with the facts, he will win 
the diploma. 

What, then, is this variety of 
experience that a student must 
have, and without which Mr. 
Jefkins considers he is “ never 
likely to pass" ? 

H. Joun Hewson. 
Walnut Tree Cottage, 
The Square, Hadlow. 


Diploma Members of the Adver- 
tising Association to increase 
outside interest in the students, 
the examinations and the results. 

If we are to have a progressive 
attitude towards education in 
advertising, we must welcome 
from any source comments, 
criticisms, and sometimes down- 
right foolish thinking. | speak 
as a holder of the diploma and a 
person most enthusiastic about 
its continued development. How- 
ever, there can be no bias on my 
part when considering this most 
important subject. 

Advertising is attracting many 
intelligent and hopeful young 
people who will deserve a 
straightforward outlook on this 
subject. Then the diploma will 
mean exactly what we intend; a 
sound reliable basis for training 
students and assisting the em- 
ployer of the future. 

ALAN BeTTs 
3 Woodstock St., W.1. 


Bridging the gulf 


by experience 


Sin, 1 don't think that Wm. R. 
Creed’s views (July 22) will be 
welcomed by all in the business. 

True, we must face facts, There 
are some who are not fitted for 
advertising, but surely the 
diploma examination should not 
be considered as an aptitude test. 
This would put it on the level of 
a common entrance examination, 
requiring the student to have 
ualified before he ever entered 
the business. 

Of course, this would be well- 
nigh impossible. Experience in 
advertising is an essential to 
examination success and serves 
to get the student across that gulf 
that so often appears to exist 
between those who instruct, those 
who set the syllabus, those who 
set the examination questions, and 
those who mark the papers. 

Harvey Martin. 
44 Reservoir Road, 
Southgate, N.14. 


Walkers 


(showcards) 


MANCHESTER 


Pulling the wool 


over their eyes 


Sir,—While applauding W. H. 
T. Tayleur’s offer (July 22) of 
“Don't Be Vague” cards to dis- 
courage woolly thought, writing 
and legislation, may I add a plea 
for the more careful use of rare 
words. 

His use of the word “ lanugin- 
ously” (=“in a downy 
manner ?") when he probably 
meant “ lanigerously"” (= “in a 
woolly manner”) is a_ typical 
example of the pitfalls into which 
we are all liable to fall—even 
when we are trying so hard not 
to be vague. 

J. HEPPELFINGER. 
Appleby Lodge, 
Wilmslow Road, 


Manchester. 

A service to good 
agencies ? 
Sin,—May |, through your 
columns, thank Bernard Gut- 


teridge for his amusing book. 
He has rendered a service to 
all good agencies, and to Mayfair 
agencies in particular. 1 am sure 
their clients who read the book 
will all congratulate themselves 


THIS WEEK 
Carl Brunning on Sample distri- 
bution—page 224. 


NEXT WEEK 
The copyright position when 
ads. look alike—by our Legal 
Correspondent. 


on having chosen an agency 
nothing at all like SOQ, a re- 
action which can have only 
beneficent consequences. 

He has, however, put one fly 
into the ointment. Some of the 
less sesponsible young men work- 
ing in responsible agencies are 
feeling that perhaps they are 
missing fun and games which 
they could have if only they 
could identify SOQ. 

E. Searte AUSTIN. 
W. H. Gollings & 
Associates Ltd. 


London ‘domination’ 
in commercial TV 


Sir,--The most savage blow to 
be struck at commercial tele- 
vision has come not from the 
opposition but from the Govern- 
ment. The Postmaster-General's 
inopportune remarks during the 
committee stage in the House of 
Lords makes it clear that regional 


interests are to be subordinated 
to those of London. 

Yet one of the most trenchant 
arguments for the introduction of 
commercial television was surely 
that it fostered regional interests 
and encouraged regional pro- 
grammes. 

If two or three contractors are 
to split the stations between 
them, each contractor running 
the network for two or three 
days, it is obvious that London 
must play the dominating role 
Experience of the BBC has shown 
that this is far from the ideal. 

The most prudent course to 
ensure financial success and pro- 
ramme variety must surely be to 
icense one transmitter to one 
contractor. 

KENNETH MASON 
“Raggleswood,” 
Goldrings Road, Oxshott. 


Ahoy! there 


Sin,-Stuart Lewis (July 15) 
should look again at the A. Games 
poster for Capstan. He will see 
that instead of cigarettes being 
arranged as ordinary unattractive 
faces, they do, in fact, represent 
a sailor and a Wren (note that 
sailor jaw'). And what can better 
go with a Capstan than the male 
and female of the Senior Service. 

I must agree the back colour 
is a muddle. 

A. S. Bartlett 
78 Doncaster Road, 
Eastleigh, Hants. 


BENN BROTHERS 15°, 


The directors of Benn Brothers 
Lid. are recommending the pay- 
ment of the following final divi- 
dends, less tax, for the year ended 
June 30: 3 per cent on Preference 
shares. which with the interim divi- 
dend of 3 per cent paid in February 
makes 6 per cent for the year; 10 
per cent on Ordinary shares, which 
with the interim dividend of 5 per 
cent paid in February, makes 15 
per cent for the year; Capital 
bonus of 3d. per dinary share 


payable out of capital reserve. 
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“I like that number, Mr. Rawlinson, it's the One I saw 
in your advertisement in THE OUTFITTER. Summer 
trade has not been all that it might have beeny but we 
must get down to buying for next Spring. I'll have 
12 dozen... .”. 


Yes, the men’s clothing and outfitting trade is 
now back to pre-war conditions of seasonal buying, and 
hence The Outfitter is publishing special merchandising 
reviews in the Spring and Autumn. 


ADVERTISER'S WEEKLY 


Our Spring number was an outstanding success, 
well supported by advertising from leading manufac- 
turers and suppliers of men’s clothing and outfitting, 
and most favourably received by the retail trade. 


And now we come to the heaviest buying season — 
of the year, the Autumn, and on September 4th The 
Outfitter will publish a comprehensive survey of the 
men’s trade. It will be a most important issue and is 
already well booked by leading houses. 


“ OUTFITTER 


SPECIAL AUTUMN NUMBER + SEPTEMBER 4 


Roland Sutton, Advertisement Manager, The Outfitter, 139/143 Oxford Street, London, W.1. GERRARD 5776 


27 Brazennose Street, Manchester, 2. 


Manchester, Blackfriars 6297 
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OVER 1,700,000 


MORE READERS 
® UNDER 45 THAN 
| ANY OTHER 


ATIONAL DAILY 


.1.P.A. SURVEY 
PROVES THAT 
YOUNGER READERS 
MAKE UP MOST 

OF DAILY MIRROR’S 
WORLD RECORD 
SALE 


The Daily Mirror has the highest daily 
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net sale on Earth (A.B.C. certified net 
ae sale January—June, 1954, 4,664,919). [) A 
% * Now, the LIP.A. survey shows that 
ye among youngjreaders the Daily Mirror 
& predominance is even more remarkable. 
x The Daily Mirror has over 1,700,000 more 


readers under forty-five than any other 
National Daily. These are the readers 
with the longest buying years ahead 
of them. The readers who may buy 


your products not only today but for 
many years to come. 


WORLD'S GREATEST MASS 


MARKET MEDIUM 


ay READERSHIP py AGE GRoups 

5 tek. ae hte 

i | DAILY MIRROR 2,475,000 3,015,000 2,689 099 3,625,000 986 oo0 
ay OMLY EXPRESS — | 014 oa 243,000 2,324,000 3,978 99 1,249,000 

i DAILY HERALD %68,000 1,179,099 1,361,000 2,509 999 779,000 

Ri, j DAILY Mai 797,000 99 999 1,089,000 2,079 099 882,000 

ne 
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INTRODUCES YOUR 
PRODUCTS TO THE 
HOME 


New advertiser 
will spend 
£30,000 


Another advertiser has entered 
the canned vegetable and fruits 
field. 

On September 11 a large-scale 
campaign will open for Dun- 
can tinned products, manufac- 
tured and distributed by the 
Norfolk Canneries Ltd. of 
North Walsham. Appropria- 
tion for the campaign is 
reported to be £30,000. 

This will be the first time that 
Duncan products have been 
advertised, although they have 
always been given national 
distribution. . 

Duncan's — are Napper, 
Stinton, oolley Ltd., who 


British millers, over a period of 
five years, may about 
£2,000,000 on an “Eat More 
Bread” campaign. They are con- 
templating a joint advertising cam- 

year initi- 


have already started announc- 
ing the sales drive in trade 
ress advertisements. They 
ve booked a series of large 
spaces in the national dailies 
and weeklies, London evenings 
and provincial weeklies be- 
tween the opening of the cam- 
paign and April 23, 1955. 

A two-minute film, “The Moment 
of Perfection,” will be shown 
in over 200 cinemas in London 
and the Home Counties. 


New instant coffee 


A 1s. reduction to housewives 
will be made in the early stages 
of the London and Home 
Counties launching of Maxwell 
House’s new instant coffee, in 
the near future. 

Trade press advertising for the 
new product has already begun. 
Full pages will follow in 
the evening papers, with large 
spaces supporting them in 
weeklies. One-minute films 
will be shown at many cinemas. 

Agents: Young & Rubicam Ltd. 


COMMERCIAL TELEVISION 


Commons reject plan 
to vet ad code 


Royal Assent to the Television Bill is expected to be given 


to-morrow (Friday). 


In the final debate in the House of 


Commons on Tuesday amendments by the House of Lords 


were accepted. 
One amendment ensures that 
the advisory committee on ad- 


_ vertising should give advice to 


the Independent Television 
Authority and to programme 
contractors “with a view to the 
exclusion of misleading adver- 


tisements.”” 


The Assistant Postmaster- 
General (Mr. L. D. Gammans) 
said this amendment had been 
accepted because the Merchan- 
dise Marks Act did not apply to 
advertising by television, and it 
had been felt that power should 
be taken to exclude misleading 
advertisements from the pro- 
grammes. 


The Government's opinion 
was that the exclusion of mis- 
leading advertisements would 
be one of the principal objec- 
tives of the body which was 
being set up to advise on stan- 
dards of advertising. 


The duty was also placed on 
the Authority to see that 
nothing in a programme 
offended against taste or 
decency, and the Postmaster- 
General also had powers to give 
directions to the Authority 
about forbidden advertisements 


and advertising methods. Those 
safeguards were adequate. 

A Socialist amendment that 
the code of advertising to be 
submitted to the ITA should 
also be submitted to the Post- 
master-General and laid before 
Parliament was negatived. 

Mr. Gammans said they were 
dealing with a responsible com- 
mittee and a __ responsible 
Authority. There was no need 
for Parliament to bother with 
details of this sort. 

Herbert Morrison (Lab.) said 
the code would regulate not 
only the classes but the type of 
advertisements, and presumably 
the timing and spacing of them. 
It was a matter over which 
Parliament should have 
power of veto. 

* comment, page 218. 


‘Junior Mirror’ 
will carry ads 


: “Junior Mirror,” which the : 
: “ Mirror” group are launch } 
: ing in September, will carry : 
: advertisements. An advertise- ° 
: ment department is being : 
: formed, but no details of rates - 
: or space sizes are yet avail-: 
: able. : 
: Philip Zec, director of the : 
: “ Daily Mirror,” is in charge : 
: of the launching of the paper, : 
: which, as announced last : 
: week, will be a_  12-page : 
: weekly, selling at 2d. ; 
: Hugh Cudlipp, editorial : 
: director of the Group, states; : 
: “We believe in the Group : 
: that the ‘Sunior Mirror’ will : 
: be an instantaneous success. : 
: Details of the exact age group ° 
: at which we will be aiming, ° 
: and of the form which the : 
: mew publication will take, : 
: will be released during the : 
: next few weeks.” 
: » Editor of the new publica- : 
: tion will be Robert Balmforth, : 
: who has been deputy features : 
: atteer of the “ Mirror” since : 


PTT rare teeter Teeter rere eer et rie 


LORD MACKINTOSH WIRES CONGRATULATIONS 


Lord Mackintosh, president of 
the Fleet Street Column Club, has 
sent the following telegram on 
hearing that subscriptions to the 

of this year’s “ Two 


record for programme of Two 
Freds match for NABS. Keep it 
. Jolly good luck, Mackintosh 
Halifax.” 
*For full details see page 216. 


Are you a bright and experienced 
IDEASZAND COPY MAN? 


Yes, this is an unusual place for a Sits. Vac. ad. but then we're an 
unusual Agency. If you are round about the 25-35 age group, want to 
work with executives and clients on consumer and technical accounts 
and can, in addition, do rough visuals—’phone Grosvenor 2921, Ext. 11, 
or write confidentially to :— 


W. H. GOLLINGS & ASSOCIATES LIMITED, 2! Hertlord Street, W.!. 
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The hoisting of bales of raw 
wool into upper floor warehouses 
is a familiar sight in Bradford. 
Now Butterfield Signs Lid. have 
produced a special bale bearing 
a trade symbol for their clients 

H. Clegg and Co. Ltd. 


Dublin approves 


. * 
bridge sign 

Dublin Corporation's Town 
Planning Committee has ap- 
proved in principle the erection 
of a new railway bridge sign in 
the City. 

The sign, for the new Evening 
Press, is to be erected on a bridge 
near the Great Northern Railway 
terminus in Amiens street and is 
subject to confirmation when in- 
spected by the Committee. 


FILMS TO BOOST 
CO-OP SALES 


With “Silver Seal” margarine 
providing the theme, a new 20- 
minute CWS documentary film 
entitled “Seal of Success” is 
nearing completion. 

The film features Jacqueline 
Rose, TV cookery expert, and the 
opening scenes were shot in the 
Co-op.’s grocery department at 
Slough. 

The film forms part of a new 
CWS scheme for providing free 
to societies a “Woman's Hour” 
afternoon or evening show. The 
films include comedy, co-opera- 
tive propaganda and CWS 
documentaries, 


Weeklies competition: 


replies arriving 


a to letters inviting nearly 
500 local weeklies to join in co- 
operative competitions are already 
reaching Joseph Pendlebury, 
editor and director of the Bolton 
Standard, who is acting, as secre- 
tary to the organising committee. 
August 31 has been fixed as 
the closing date for replies, and 
Mr. Pendlebury stated: “By then 
we hope that the number of 
favourable replies will be suffi- 
cient to enable us to go ahead. 
We are anxious to run the first 
competition towards the end of 
September or early in October.” 


Juty 29, 1954 


Bill, decided that a provision 
should be included in the 


SOUNDS—BUT NOT WORDS—WILL BE ALLOWED ON 
LOUDSPEAKER VANS AT BRIGHTON 


vehicle used for the convey- 
ble 


tion (including ice cream). 

It was specified that the 
main purpose of the sounds 
should be to inform the 
public that the vehicle was 
available to make sales. 


advertising and to give the 


jection- 

able to people who had to 
listen to them. 

Petitioners against the 

er clause were T. 

Wall and Sons, sausage and 


Butter selling better 


survey shows 


ANY housewives are exercising their freedom following 

the de-rationing of butter by buying from the milk 

roundsman instead of from a shop. One manager of a big 

branch of a multiple dairy company in London estimates 
that his sales have gone up by 400 per cent. 


This is reported in a survey 
issued by the Butter Information 
Council. A cross-section of re- 
tailers in eleven major cities and 
towns in Britain were questioned. 

The survey shows that the 
number of traders with an in- 
creased demand for butter has 
doubled compared with a control 
survey taken for the weeks im- 
mediately following de-rationing. 

It reports: The greater popu- 
larity of butter seems most pro- 
nounced in London. More than 
half the traders contacted in the 
first few weeks of freedom said 
that sales had fallen; none said 
they had increased. Now 71 per 
cent, report higher sales than 
under rationing. 

In Manchester, whereas 74 per 
cent, of the traders questioned 
reported lower sales in the first 
period after decontrol, in the 
second survey tne proportion 
was 20 per cent. Twenty-seven 
per cent, said that sales were up 
compared with ration days, 
though only 5 per cent. said so 
in the first survey. 

n Glasgow the percentage in- 
crease in traders reporting higher 
butier sales was from 33 to 50. 
Lower sales were reported by 22 
per cent. compared with 11 per 
cent, in the earlier survey. 

In Middlesbrough, whereas 
six weeks ago 45 per cent. of the 
traders questioned were doing 
less business in butter and only 
25 per cent. reported an increase, 
these figures have now been 
exactly reversed. 

In both surveys 40 per cent. of 

Newcastle traders questioned 
reported a fall in butter sales 
since de-rationing, but in the 
second survey the number whose 
sales have increased has doubled 
—from 20 to 40 per cent. 

Half the traders 
questioned in each survey re- 
ported sales to be slightly less 
than under rationing. But the 


percentage of those claiming in- 
creased sales rose from 5.5 to 25 
in the second survey. 

In Reading 33 per cent. of the 
traders questioned in the control 
survey said that butter sales had 
increased, but in the recent 
survey 58 per cent reported that 
sales were up, while the percent- 
age of traders who said their 
sales had decreased fell from 41 
to 16. 

In Portsmouth, alihough in 
the recent survey twice as many 
retailers reported lower sales 
than under rationing (42 per 
cent. compared with 21 in the 
control survey), those experienc- 
ing a greater demand increased 
from 15 to 21 per cent. 

Of the eleven centres dealt 
with by the survey only 
ham and Liverpool showed a de- 
crease in the number of retailers 
questioned who had previously 
reported higher butter sales. In 
Birmingham the fall was from 
26 to 20 per cent., and in Liver- 
pool from 6 per cent. to none. 
During the same period the per- 
centage reporting lower sales in- 
creased from none to 20 in Birm- 
ingham and from 33 to 60 in 
Liverpool. 

In Newport 17 per cent. of 
those questioned were selling 
more butter than in the weeks 
immediately after de-rationing 
and this figure remained the 
same in the later survey, though 
the percentage selling less butter 
increased from 12 to 35. 


Missing the bus 


Told by an alderman that ad- 
vertising on public vehicles 
would produce only £2,000 and 

“was not worth the candle to 
spoil the town's appearance,’ 
Southport Town Council has re- 
jected a proposal to have adver- 
tisements on buses. 


ice cream manufacturers. 
In their petition they ex- 


equipped consumer sales 
vehicles had been provided 
to serve special areas. 

The petition stated: “In 
the course of developing 
the business of selling ice 
cream direct we found it 
was a great convenience 
for intending purchasers to 
be given some unmis- 
takable indication of the 
arrival of the vehicle.” 


Wife tries her 
husband’s job 


Peter Carney, space buyer, 
with Paul BE. Derrick Advertising, 
Ltd., stayed at home the other 
day and did the housework and 
looked after the baby. His wife, 
20-year-old Rita Carney, caught 
the bus to her husband's office. 

There she did a lot of desk 
work, met her husband's business 
contacts in the pub at lunchtime 
and, in the afternoon, dictated 
letters to her husband's secretary. 

The exchange was featured in 
the Daily Express on Monday. 
Nine pictures were used to 
illustrate the article, which 
asked: “Would you like to 
—.. jobs with your husband/ 
wife 

The Carney verdict ? 

Peter: “A disappointing life. 
At the end of: the day | didn't . 
feel I'd accomplished anything.” 

Rita: “I'd rather stay at 
home, thank you.” 


TO AID CIVIL 
DEFENCE DRIVE 


Pyramid Press Ltd., publishers 
of London Visitor, have produced 
a 28-page booklet “Civil Defence 
Can Do It.” It emphasises the 
necessity of an efficient Civil 
Defence Corps and is being 
offered to local authorities to help 
them in their recruiting 
campaigns. 

Localised editions with space 
for advertisements and regional 
news at the beginning and end of 
the booklet are also being made 
available. 
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“A PIONEER AND FRIEND’ 
Norman Moore 


is elected 


NABS president 


Norman Moore, of S. H. 
Benson Ltd., was elected presi- 
dent of the National Advertis- 
ing Benevolent Society, at the 
Society’s annual general meet- 
ing on Tuesday. 

Proposing his election, Hubert 
A. Oughton, chairman, W. S. 
Crawford Ltd., described Mr. 
Moore as a pioneer, leader and 
friend of advertising who had 
taken an active part in every 

._ form of organised advertising. 
Mrs. A. E. Pearce seconded the 
motion. 

Sir Miles Thomas, the retiring 
poositent was thanked for his 

ne services to NABS by H. L. 


One of the London Street Guides 
outside Swan & Edgars, Picca- 
dilly Circus. 


Street guides 
carry ads 


Fifty of these street guides are 
being erected throughout London. 
In addition to being able to 
locate any one of 4,500 streets at 
the turn of a knob, the guides 
also carry a classified trade direc- 
tory. Entry rate is four shillings 
per guide for one year. Also 
listed are places of entertain- 
ment. 

The system, which is of Nor- 
wegian origin, is patented 
throughout the world and has 
already been installed in over 20 
countries. 

City Guides Ltd. of Norfolk 
Street, London, who handle the 
guides in this country, plan to 
instal the system in other cities, 
including Bristol, Birmingham, 
and Liverpool, when the 50 Lon- 
don guides have been erected. 

The first guide in the City of 
Westminster was unveiled in 


Piccadilly Circus last week by 
the Mayor of Westminster, Cr. 
J. Gordon Elsworthy, with the 
Commission of Police, Sir John 
Nott Bower. 


hon 


Clarkson, ‘ 
exemplified 


Miles 


.: ae 
all four 
initials of the Society—N for his 
national services, A for those to 
advertising, B for his benevo- 
lence, S for his widespread social 


activities. The proposal was 
seconded by E. Glanvill Benn. 
Responding, Sir Miles paid 
tribute to the great help he, and 
the Society, had received from 


Mrs. I. Ure, the general 
secretary, and her permanent 
staff. 


Mr. Oughton, hon. treasurer, 
presenting the accounts, referred 
to the increasing help given to 
the distressed. A great effort 
was needed to keep the Society's 
funds in line with the calls made 
on them. As evidence of the 
gratitude of those helped, he 
quoted the receipt of an 
anonymous letter containing 
four pound notes “in payment 
of help received to a like sum.” 

H. Snoad was elected a 
vice-president. Other elections 
were: 

Chairman of Council, G. 
Lindley Sparkes; vice-chairman, 
Ronald Browne; hon. treasurer, 
H. A. Oughton; hon. secretary, 
H. L. Clarkson; assistant hon. 
secretary, Miss B. S. Fielding. 

Council: J. M. Beable, E. 
Glanvill Benn, C. P. R. Crane, 
W. C. G. Drew, Miss Gwen Fer- 
guson, W. B. Harbud, R. A. 
Loader, W. Memory, W. A. Mes- 
senger, Mrs. A. E. Pearce, G. R. 
Pope, R. C. Sykes, J. L. Verrin- 
der, Geoffrey Wills. 

Trustee Members of Council: 
Philip Emanuel, Stuart Mander, 
Miss E. Nowell, F. Howard 
Potter, Miss F. A, Sangster. 

Thanking Mrs. Pearce, the re- 
tiring chairman of council, and 
the officers for their work during 
the past year, Mr. Beable said 
Mrs. Pearce had presided at 67 
out of 71 meetings. The motion 
was seconded by Mr. Harbud. 
Mrs. Pearce and Miss Fielding, 
assistant hon, secretary, replied. 


Exporters’ guide 
to America 


An up-to-date guide on selling 
to the United States has been 
published by the Board of Trade. 
Titled Exporting to the United 
States of America and priced at 
3s. 6d., the pu is to help 
anyone interested in doing busi- 
ness in the U.S. market. 

Special features of the market 
are summarised in a convenient 
form and an outline is given of 
business practices and the main 
government regulations affecting 
the foreign walle. 


------~STEADY GROWTH-—- 


The rising circulation of ADVERTISER’S 
WEEKLY continues to reflect the growth of 
the advertising industry. 

For the six months January-June 1954 
its average net paid sale per issue was 


9,463 (ABC) 
the highest in its history, and by far the 
largest ever achieved by any pa 


country devoted exclusively to 
advertising and marketing. 
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‘Radio Times’ top 8 million: 
Latest circulation figures 


A world circulation record is 
now claimed by the Radio Times, 
whose average sales for the first 
half of this year were 8,200,208, 
as against 7,862,300 for the last 
six months of 1953. 

The world record was previ- 
ously held by the News of the 
World. As announced last week, 
the circulation of this paper for 
the first half of the year was 
8,134,826. 

More increases in circulation 
are revealed in the latest ABC 
figures. Only 18 out of 80 in- 
cluded in the list below show a 
drop. 


LATEST FIGURES 


Sales 


Aud 


Jan -June, July -Dee., 
1954 | 1953 
Daily Mail ... .» (2,127,227 |2,169,592 
ly Sketch... | 825,829 | 797,950 
Sporting Life oe 64,599 67,947 
Sunday Dispatch ... \2,676,037 |2,732,567 
Evening News (Lon- 
don) cee vee (1,430,862 | 1,453,451 
Bulletin (Glasgow) | 162,198 | 165,337 
Glasgow Herald 75,851 | 74,876 
Edinburgh Evening | 
News ee ene | 190,105 | 145,801 
Evening Times (Glas- | } 
gow) | 249,847 | 246,002 
Dublin Bvening Mail| 84,847 | 82,984 
Croydon Advertiser | 
gies ws. vee | = 77,601 | 74,132 
Middx, County Press | \52,862 152,552 
Tottenham and Ed- | 
monton Herald | 
Series s. | 44,704 | 43,732 
Birmingham Post 40,024 18,656 
Liverzool Daily Post 76,024 14,667 
Northern Echo (Dar- | 
lington) .| 106,962 | 106,103 
Western Morning 
News , 62,948 61,646 
Bolton Evening News 84,917 83,267 
Bristol Svening Post | 134,455 | 133,442 
Evening Advertiser | 
(Swindon) oz 29,341 | 29,000 
Evening Despate | 
(Birmingham) 163,468 160,737 
Evening Express | 
(Liverpool) ae 96,076 | 95,218 
Express and Echo 
ll FF ee 40,166 | 40,721 
Lancashire Evening 
Post sxe ave | $22,038 | 121,183 
Liverpool Echo ...| 386,027 | 384,882 
N. Western Evening 
Mail (Barrow-in- | 
we 28,452 27,988 
Northampton Chroni- 
cleand Echo ...| 48,957 | 48,011 
Northern Despatch | 
(Darlington) . W621 W903 
Shields Evening News | 
(North Shields) . 16,187 16,309 
Shields Gazette (Sth. 
Shields) . “a 34,576 34,610 
W. Evening Herald 
(Plymou 67,373 67,479 
Yorkshire EB 
News coe = eee $45,181 1 146,231 


Sunday Mer cur y(Bir- 
mingham)... -» | $83,584) 179,141 
Bournemouth Times 
ries 34,170 57,116 
Evesham Journal and 
Four Shires Adver- 
tiser... . 22,612 22,436 
Aeromodeller 48,520 45,610 
Blighty 190,396 | 199,926 
Chas, Buchan’ s Foot 
ball Monthi 59,258 57,526 
Cc titors’ Journal) 112,845 | 114,208 
in Opinion 35,750 37,6%6 
Field .. 4,059 33,497 
Health for All . 20,403 20,694 
Home and Country...\ 1¥950 128,827 
Listener ; , 141,610 | 133,105 
Photograph .. 740 | 33,970 
Photoplay 215,051 | 230,019 
Scottish Field 99,410 37,225 
Tailwagger Magazine 11,159 | 11,210 
True Romances 182,086 | 179,483 
True Story Magazine | 251,823 | 244,288 
Angling Times . 65,702 $3,202 
Jewish Observer 15,382 15,029 
Beet Grower 28,824 26,313 
Child Education 85,765 82,398 
Coming Events | 103,724 | 100,864 
Electrical Power En- 
gineer 14,055 
Leeds Journal 5,192 3,191 
Pictoral Education 40,807 39,185 
Practitioner .. Re 23,789 22,801 
Teachers’ World ... 72,168 68,257 
Woodworker ‘¥ 117,515 115,337 
Surveyor and Muni- 
cipal County En- 
gineer . 5,116 - 
Farmers’ Journal 26,971 24,857 
Display, Design and | 
resentation -| . 6423 5,834 
British Farmer 215,063 | 214,061 
Motoring | “36,878 196 


Big campaign for 
laundries urged 


The laundry industry should 
jaunch a press advertising cam- 
paign as a counter measure to 
those now staged by the manu- 
facturers of soaps and detergents, 
laundrettes and home-washers. 

This was stated by Norman 
St. J. Stembridge, advertisement 
manager and director, the Shef- 
field Telegraph and Star Ltd., 
when he addressed a sales con- 
ference of the North-East district 
of the Institution of British 
launderers at York. He sug- 
gested they should embark on 
@ national campaign costing at 
least £100,000. 

He said the housewife should 
be relieved of the burden of wash 
day. Outlay on press advertising 
should represent a recognised per- 
centage of annual turnover. Fall- 
ing turnover was all the more 
reason for advertising. 
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‘CLEAN FOOD BILL’ NOW COVERS 
ILLUSTRATIONS ON PRODUCT 


[LJ NDER the new Food and Drugs Amendment Bill, which 

received its second reading in the House of Commons on 
Friday, it is an offence to market a product which carries an 
iMustration which might mislead purchasers as to its contents, 
even if the wording on the label is accurate. 


Emphasising this yint Dr. 
Charles Hill, Parliamentary 
secretary to the Ministry of 
Food, said: “It is ssible so 
to decorate a tin, as for example 
by an attractive picture of a 
dainty milkmaid engaged in her 
occupation, as to suggest that the 
product contains milk whereas it 
does not.” 

Sir H. Linstead (Cons,) ex- 
pressed regret that in the course 
of winding up the Ministry 
of Food the Central Advisory 
Council had disappeared. It had 
been possible for a manufacturer 
to submit his advertising and his 
labels to the Council to get a 
check in advance to ensure that 
they complied with the law. 

Dr. Hill said the Ministry's 
attitude was that the trade and 
industries concerned might well 
themselves set up their own 
machinery to replace this service. 

An appeal that all labels 
should be written in English and 
should not, as so often happened 
in the past, “ contain wonderful 
names which meant nothing but 
looked important,” was made by 
Dr. Barnett Stross (Labour). 

He said that labelling was a 
sore point with people. “People 
in Britain are educated and can 
read, and the Minister should 
assist us in obtaining the 
adequate labelling of products. 
We want labelling in English, 
because medical men who are 
fully acquainted with these 
matters would be in a position to 
advise patients, if patients asked 
for their advice, and interested 
people would tend to take note 
of what happened to their food, 
with the result that the necessary 
check would be applied to the 
legislators,” he said. 


NEW 3-D FILM 
TECHNIQUE 


A new 3-D film technique 
which uses only one projector was 
demonstrated in London _ this 
week. The technique is known as 
Polac-lite. 

The two pictures needed for 
obtaining the 3-D > effect are 
printed on a_ single strip of 
standard 35 mm. film. = This, 
passed through a mirror attach- 
ment to the projector, ensures 
synchronisation of the two 
images. It is claimed that 1,200 
US cinemas have adopted the 
system since April 

The Pola-lite attachments and 
viewers are distributed through- 
out the world, except in US and 
Canada, by G.B.-Kalee Ltd. 


IS THIS A 
RECORD? 


a local store, 
have taken 2,238 
« of space, in 


full pages, five full double 
column spaces, six front- 
page semi-solus 8 in. d.c. 
spaces, and three title 
corners. 

The store is advertised 
every week—never less than 
half a page. They check 
their results by including in 
an advertisement some item 
which customers do not see 
—uniess they specifically 
ask for it. 

The firm started advertis- 

in a small way—with a 
4 in. s.c. space weekly, 
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mean milk in the tin 


W. H. Milnes Marsden, chairman of the directors, handing to the Mayor, 
Cr. A. Ling, a token piece of the banqueting set which the “ Derby Daily 
Telegraph’ has given to the local Corporation. 


Paper presents banqueting service 
to corporation of Derby 


An English bone china ban- 
queting service for 200 guests 
made by the Royal Crown Derby 
Porcelain Co., Ltd., and described 
by the company’s chairman and 
managing director, Phillip Robin- 
son, as “probably the most 
valuable civic banqueting service 
ever given by any single donor” 
—was presented by the Derby 
Evening Telegraph to Derby Cor- 
poration at a cocktail party held 


IIPA week-end course will help 
specialists to widen knowledge 


The sixth week-end course 
organised by the Institute of In- 
corporated Practitioners in Ad- 
vertising will be held at St. 
Peter's Hall, Oxford, from Sept- 
ember 24-27. 

This course will differ from 
those which have preceded it be- 
cause it is intended primarily to 
assist candidates for the Insti- 
tute’s expected new category of 
“ specialist’ membership, Its 
object is to help them to acquire 
the broader knowledge of adver- 
tising agency practice which will 
be required for the general paper 
that will undoubtedly form part 
of the new examination syllabus. 

Entries will, in this instance, 
be restricted to specialists in the 
following branches of advertis- 
ing: 

Copy, or. production and 
printing, market research, public 
relations in agency practice, 
press media, and outdoor adver- 
tising. 

This does not mean that only 
agency men and women 
specialising in these subjects will 
be eligible for admission to the 
new membership category, if 
and when it is finally approved 
by the Institute's members. 
Possibly, however, the first IIPA 
specialist examinations, will deal 
only with these technical sub- 
jects and will be extended to 
cover such other categories as 


overseas advertising and TV, 
film and radio later. 

Accommodation will be pro- 
vided at St. Peter’s Hall, Oxford. 
for 60 students and the full cost 
of the course, including all 
meals, is four guineas. 

The directing staff will in- 
clude, on this occasion, three 
newcomers already well-known 
in advertising circles-—Sinclair 
Wood, Philip Stobo and John 
Cuff—in addition to the regular 
members, R. S. Caplin (chair- 
man of the IIPA education 
committee), Ward Burton, C. B 
Bagge. Howard Wadman and 
Eric Brown. 


Strasbourg Fair 


About 3,000 exhibitors, includ 
ing 600 foreign firms, will take 
part in the Strasbourg European 
Fair which runs from September 
4 to 19. Last year the average 
daily attendance was 41,000 

Practically every trade and 
industry is covered in the 24 
sections of the fair. Over 100 
British firms have already taken 
stands, including the leading 
makers of tractors and agricultural 
machinery 

Public relations officer for the 
Fair is R. C. Liebman. 


at the Assembly Rooms, Derby. 

Members of Derby Town 
Council, chief officials and other 
guests saw W. H, Milnes Mars- 
den, chairman of the Telegraph 
board of directors, hand to the 
Mayor (Cr. Alec Ling), as a token 
of the gift, a richly decorated 
dinner plate from among 300 
pieces of the service which were 
on display. The complete service 
totals 2,200 pieces. 

Mr. Milnes Marsden said that 
the banqueting service was a 
tangible expression of the good 
feeling existing between the 
Telegraph and the Corporation, 
its officials and the community 
they serve. 


POSTERS AND 
PUPILS 

Eleven hundred residents of 
Bingley, Yorkshire, have signed 
a petition protesting against the 
erection of an advertisement site 
adjoining the main road. 

They say it detracts from the 
amenities of the area, will reduce 
the value of house property and 
“is not in the best interest of 
pupils at a nearby school.” The 
petition is to be presented to the 
local council's Highways and 
Buildings Committee. 

During a Council debate on 
the subject, the chairman of the 
committee, Cr. H. Shaw, said that 
the site owners, Sheldons Ltd., 
had relinquished three sites in the 
town when approval was given 
for the erection of the present 
site. 


Sean-a-graver is 
demonstrated 


A luncheon meeting was held 
at the Connaught Rooms, Lon- 
don, sponsored by the Federation 
of Master Process Engravers 
when the first 100 line screen 
Scan-a-graver was demonstrated 
to the members of the Federation. 
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‘Municipal Journal’ 
wins high praise 
in Australia 


The value of the Municipal 
Journal to local authorities was 
mentioned by R. H. Robinson, 47 
years an officer of the Home 
Secretary's department of the 
Queensland Government, when he 
reviewed the first century of local 
government in the State, at the 
annual conference of the Institute 
of Administration, Queensland 
Division, Brisbane. 

He said: “Of all journals or 
newspapers devoted entirely to 
the subjects of local government 
law and practice it is readily 
accepted that Municipal Journal, 
published weekly in London, has 
the greatest number of readers 
outside the country of origin of 
publication. 

“This journal will, through the 
high standard it has maintained, 
take even a more important part 
in the dissemination of knowledge 
and provoking free discussion of 
local government problems in the 
future.” 


‘Competition will 
remain keen’ 


“Competition will undoubt- 
edly remain very keen” states the 
Hon. Michael Berry, in his 


speech as chairman at the annual 
meeting of the Amalgamated 
Press Ltd. Mr. Berry comments: 
“In publishing, the major part of 
our business, results have so far 
been not unsatisfactory, though 
production costs still tend to rise 
and may prevent us from enlarg- 
ing our activities to the extent 
we would wish. 

“Moreover, competition will 
undoubtedly remain very keen. 
Since the war, the paper-making 
industry has been accustomed to 
so many sudden shifts of Gov- 
ernment policy that an estimate 
of its profitability a year hence 
would entail a large measure of 
crystal gazing.” 

As previously announced, the 
company achieved a record ad- 
vertisement revenue last year. 


‘X front’ underwear 


Lord Hill Watson ruled in the 
Court of Session, Edinburgh, that 
the manufacture of “X Front” 
men’s underwear by Wolsey Ltd. 
was not an infringement of the 
patent held by other firms who 
manufacture the “Y-Front” type. 
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with commercial jargon’ 


The majority of writers of sales letters are not experts in 
their jobs. This was contended by Arthur Clarkson, deputy 
publicity manager of the General Electric Co., Lid. at a 
meeting of the British Direct Mail Advertising Association. 


In advertising a copywriter was 
always an expert and his salary 
was assessed accordingly, he said. 
But there were not many writers 
of sales letters who were trained 
as such. 

“There are good writers of 


Increasing the 


demand for fish 


Biggest problem facing the fish 
industry to-day, states the annual 
report of the White Fish 
Authority, is to imerease the 
demand for fish. 

A large part, therefore, of the 
Authority's revenue for the past 
and current years has been 
appropriated for publicity— 
£80,000 for each of the years 
1953-54 and 1954-55. It had also 
been decided to allot £3,000 for 
special publicity for schools. 
Agents for the W.F.A. are 
Mather & Crowther Ltd. 

The Authority state that they 
have asked the Department of 
Scientific and Industrial Research 
to study the problems of the dis- 
play and packing of fish, and the 
prevention of contamination. 


Ad Association in 
East Africa 


An association for advertising 
agents has been formed in East 
Africa. It has been named the 
Advertising Association of East 
Africa and has five foundation 
members. 

The aims of the Association 
include discouragement of un- 
desirable practices, improvement 
standards and methods of adver- 
tising, and the maintenance of 
fair charges. The Association 
will promote, support or oppose 
any legislation affecting its mem- 
bers, train advertising personnel, 
collect and disseminate informa- 
tion and literature, operate pen- 
sion and medical benefit schemes 
and legally defend members. 

The first president is F. R. 
Burniston, of the Kenya Advertis- 
ing Corporation. 


‘NO MORE NEWSPRINT ON THE MARKET’ 


Approximately 375,000 tons of 
newsprint will be imported in the 
twelve months to June 20, 1955. 
With 400,000 tons expected from 
the home mills, 775,000 tons will 
be available in all. 

But the Newsprint Supply 
Company has advised the Gov- 
ernment that, even if balance of 
payment considerations per- 
mit, no more will be available 
from any source in the second 
half of this year nor in the first 
half of 1955. 


These facts were given in a 
written reply in the Commons by 
Mr. D. Heathcoat-Amory, M inis- 
ter of State, Board of Trade. He 
said that imports for the year 
ended June 30, 1954, were ap- 
proximately 278,000 tons. 

Before the war newspapers 
consumed about 1,100,000 tons a 
year. Lord Woolton had not 


been advised by the Newsprint 
Supply Company as to the ton- 
nage which would be needed to 
permit derationing. 


sales letters,” he continued, “but 
there are far too many people 
who merely think they are good 
at the job. They cloud their 
letters with wonderful words and 
pride themselves in their skill, 
But they do not realise how often 
the letter is merely irritating to 
the man who receives it.” 

Mr. Clarkson attacked the 
millions of letters that went out 
filled with commercial jargon. 


Dreadful writing 


“How does this dreadful sort 
of writing continue ?", he asked, 
“It is time we people in adver- 
tising did something about it and 
{ would suggest there is scope 
here for the Association's educa- 
tion sub-committee.” 

_He pleaded for the use of 
simple language. “In advertisin 
we are frequently dealing wit 
very ordinary people,” he said. 

Everybody in advertising who 
had anything to do with writing 
should read Arthur Quiller- 
Couch’s “On the Art of Writing” 
once every six months, he sug- 
gested. 


F. Coulson 


G. W. Worley 


ADVERTISER'S WEEKLY 


‘Millions of letters filled New agency is 


formed 


IGEL A. RAINBOW, who 
has been managing director 
of Rathbone Publicity for the 
a five years has resigned to 
orm a new agency. The com- 


pany, with offices in Gower Street, 
London, will be known as Nigel 
Rainbow and Partners Ltd. A 
list of accounts will be announced 
shortly. 


Raymond 
= Fellows who 
has been 
handlin 
progress an 
Pp r oductions 
at Rathbone 
is joining the 
new agency 
as director 
and product- 
ion execu- 
tive. General 
advertising 
will be hand- 
led but the 
agency will 
also special- 
ise in technical accounts with 
particular attention to engineering 
print and advertising. 

Before joining Rathbone, Mr. 
Rainbow was publicity manager 
for E. H. Jones (Machine Tools) 
Ltd. He was jointly responsible 
for the founding of British Buttons, 
the trade organ of the button 
industry 


N, A, Rainbow 


R. Beart 


Gee Advertising plan developments 


F. Coulson, chairman and 
managing director of Gee Adver- 
tising Lid., whose head office is 
in Leicester, has announced top 
administration changes to meet 
the requirements of a wide de- 
velopment plan involving all the 
company’s activities 

G. W. Worley, a director of 
the company since 1949, is pro- 
moted joint managing director 
with immediate effect, and 
Beart is promoted general man- 
ager in charge of internal co- 
ordination of all the company’s 
activities. 

The agency's programme in- 
cludes the establishment and 
organisation of full facilities for 
the production of commercial TV 
programmes, the expansion of 
branch offices at Leeds and Man- 
chester from branch status, with 
their own creative studios and 
production resources, and the 
further development of the facili- 


ties for the promotion of British 
goods overseas. 

It is expected that shortly one 
of the senior executives of the 
company will make an extended 
tour of the USA to give first- 
hand study to the latest methods 
of producing TV programmes. 


Weekly service 
for toy trade 


Between the issues of their 
monthly Toy Trader and 
Exporter, W. B. Tattersall Ltd. 
are to publish 40 times a year in 
a new format the Toy Trader and 
Exporter Weekly. This will be 
sent to subscribers to the monthly 
at no extra charge 

The Weekly was previously in 
broadsheet format, but this has 
been replaced by an eight-page, 
six columns to the page, news- 
paper-style publication. 
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ADVERTISER'S WEEKLY 


assistant to 
Alan Whitworth 


Commander D. C. Kinloch has 
been appointed assistant to the 
director of the Incorporated 
Society of British Advertisers, Alan 
Whitworth, with effect from 
August | Before assuming his 
duties at ISBA headquarters, Com- 
mander Kinloch will spend some 
time in the advertising departments 
of various member firms and with 
certain advertising agencies. 

He retired from the Royal Navy 
after the war, having served since 
the age of 134 years. Before the 
war he was successively in charge 
of training cadets at the Royal 
Naval College, Dartmouth, Flag 
Lieutenant to the Commander-in- 
Chief, Home Fleet, and officer in 
HM Yacht “Victoria and Albert.” 
He was also responsible for the 
selection and training of ratings 
from the lower deck for the rank of 
officer. 

During the war he saw active ser- 
vice in many theatres while in com- 
mand of destroyers and was awarded 
the DSO and mentioned in des 
patches for actions during this 
period. He was chosen to re- 
organise and to accelerate the train- 
ing and selection of temporar 
RNVR officers in 1943, for whic 
he was awarded the OBE. At the 
end of the war he was Staff Officer 
Operations in the East Indies Fleet. 

Since his retirement he has been 
for many years Development Secre- 
tary of the Overseas League and 
spent much time abroad in expand- 
ing the work of that Empire Society. 

* * . 


John Hubbard, who retired re- 
cently after seven years as chair- 
man of the labour committee of the 
British Federation of Master 
Printers, was guest of honour at a 
luncheon of the Federation's 
Council last week, Geoffrey C. 

president of the Federation, 
spoke in appreciation of Mr. 
ubbard's services, 


rd 


E. J. Ward, who has been asso- 
ciated with Gale and Polden Lid. 
since 1946, terminates his appoint- 
ment a8 advertisement manager for 
the Gale and Polden 

Mr. 

/ representative for 
Aldershot News series of week 
newspapers, He is joining the ad- 
yocnesorent staff of Gout Newnes 


* * * 

S. R. Cutts has resigned his direc- 
torship of Master Art Ltd., and 
A. ce, A. Sellar and W. M. 
Sellar have been appointed direc- 
tors, in addition to E. W. Sellar. 

any mew artists have been ob- 
tained and plans have been made to 
enlarge the business. 


Crusha’s new joint 


managing director 


S. C. J. Barton has been appointed 
joint managing director of Crusha 
& Son, Lid., printers and proprie- 
tors of the Big Three Weekly 
Heralds which include the Totten- 
ham and Edmonton Weekly Herald, 
the Wood Green, Southgate and 
Palmers Green Weekly Herald and 
the Enfield Weekly Herald. Mt. 
Barton, who joined the firm last 
year, was formerly a director of two 
associated companies of the Hornsey 
Journal organisation with which 
was connected for 20 years. 

7 * * 

The engagement is announced of 
Nicholas Clyne Royds, son of G. 8. 
Royds, of G. S. Royds, Lid., and 
Miss Sally Virginia Hoade, whose 
parents live at Cranleigh, Surrey. 

* . - 

John Gorst, press officer for Pye 
Ltd., was married at Weston Tur- 
ville, near Aylesbury, on Saturday, 
to ballet dancer Noel Rossana. 

* * * 


Associated British Pictures Cor- 
poration report that Leslie Frewin, 
their director of studio publicity, is 
in charge of British interests in the 
publicity for John Huston’s pro- 
duction of “ Moby Dick.” Ernest 
Anderson is handling the American 
interests. 


On the 70th birthday of Jack 


the secretary of the West Midlands 


Thompson, 
district council! of the National Federation of Reiail Newsagents, Book- 


sellers and Stationers, W. B. yy 


managing director of the Birmingham 


Gazette & Despatch Lid., Fe a luncheon to celebrate the anniversary, 


and to pay tribute to Mr. 
in the West Midlands. 


hompson’'s services for the newspaper industry 
In a group taken at the luncheon (above, left to 


right) are EB. W: —— circulation manner of the Birmingham Gazette & 
, i 


Despatch Ltd. E. 


. Clayson, managin 


rector of the Birmingham Post & 


Mail Lid., L. Millman, former circulation manager of the Birmingham 
Post & Mail Ltd., Mr. Thompson, T. 3. Taylor, former circulation manager 


of the Birmingham Gazette 


editorial director of the Birmingham Gazette & Despatch Lid., and R. T. 
Crabtree, a director of the Birmingham Post & Mail Lid. 


T. H. Traverse-Healy has been 
appointed an associate director of 
F. C. Pritchard, Wood & Partners 
Lid. He joimed the agency as 
manager of public relations in 1952 
from the BOPE Group of the J. 
Arthur Rank Organisation. 

* * . 

At the first meeting last week of 
the 1954/55 executive commitice of 
the Incorporated Society of British 
Advertisers, Wm. C. Thielé, adver. 
tising manager of Yardley & Co. 
Lid., was elected chairman of the 
executive committee for the second 
year. 

F. W. Paul C managing 
director of Vick International Ltd., 
wes~ re-elected vice-chairman and 
C. B. Wrey, advertising manager of 
The Imperial Tobacco Company 
(of Great Britain and Ireland), Ltd., 
was elected ISBA hon. treasurer. As 
chairman and vice-chairman of the 
executive committee, Mr, Thiclé 
and Mr. Corbould become ex-officio 
members of the Council of the ISBA. 

* * * 

B. H. Harley, elder son of Mervyn 
Harley, joint managing director, 
Arrow Press Lid. has been ap- 
pointed editor of Fuel Efficiency, 
the company's newest acquisition, 
with which will be incorporated Fuel 
Economist, .. until .. recently .. a 
quarterly. 


Some of the members of the Institute of Public Relations and their guests on a visit to the Ford Motor Company's 
Dagenham 


works at last week. 


Company launches took them from C 
Company's plant. WN. 


ing Cress Pier for a tour of the 


'y 70 members and guests comprised the party. 


Despatch Lid., Mr. Morrell, 3. 8. Rowlands, 
circulation manager of the Birmingham Post & Mail Lid., C. ¥F 


The marriage took place on 
Saturday at Walthamstow, of 
B. Miles, business manager 
of J. T. Robson & Son Lid., news- 
paper representatives, and David 
Buckingham. The bride will be re- 
turning to business after the honey- 
moon, which is being spent in Corn- 
wall. 
* 7 . 

Ronald Jones, of Dolan Davis 
Whitcombe & Stewart Ltd., has been 

resented by his wife with a son, 
onathan. 

* * a. 

Ray Nash, of Dudicy Turner & 
Vincent, won the fathers’ race at 
his son's preparatory school sports 
last week. 


Sells’ secretary 


C. Child has been appointed 
secretary of Sells Ltd., on the re- 
tirement of E. F. Windsor. He 
was previously assistant secretary. 

* * 7 

Edward Skinner, who before the 
war was editor of Furnishing 
Trades Organiser, now Furnishing, 
has joined the PR department of 
Robert Brandon and Partners Lid. 
He will be press officer for the 
French Textiles Exhibition, organ- 
ised by TUnion des _ Industries 
Textiles of France, to be held at 
Hutchinson House, Stratford Place, 
London, from October 824. He 
will be assisted by Clare Warwick. 

* + + 

Stuart Blowfeld, former studio 
chief in McConnell’s Advertising 
Service, Dublin, has joined the Fleet 
Itlustrating Co. in London. 

& 


* * 

Maeve Barrington has been ap- 
pointed to handle public relations 
for the “Miss Radio Luxembourg” 
contest sponsored by Radio Luxem. 
bourg and Radio Review, Dublin. 

* * * 
H. V. Tillotson and Robert H. 
have been appointed to 
the Board of Trade press office staff 
under J. E. Holroyd, chief press 
officer. 


A.B.C. Figures 
July to Dec. 1953 


CAMBRIDGESHIRE TIMES GROUP 
65,45 


Copies 
Weekly 


London Representative : W. H. WALMSLEY 


69 Fleet Street, E.C.4 


Northern Representative | ARNOLD ELLIS 
64 Cromford House, Manchester 4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Central 9353 


Tel. Blackfriars 6987 
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ADVERTISER'S WEEKLY 


BOTH SPEAK 
THE SAME LANGUAGE 


Why do over half a million people in 420 countries 
buy these two international editions of LIFE every 
fortnight ? 

Because both LIFE INTERNATIONAL and LIFE 
EN ESPANOL speak the universal language of 
pictures . . . so eloquently that the workings of an 
atomic submarine become as clear to a business- 
man in Milan as to an engineer in Lima... so 
appealingly that over 12,000,000 copies of the 
two editions were bought in 1953. 

LIFE INTERNATIONAL’s selective circulation 
around the world is complemented by LIFE EN 
ESPANOL’s top-of-the-market coverage of Latin 
America. More than 9 out of 10 of the subscribers 
and newsstand buyers of each edition are in busi- 
ness, government and the professions—at far 
above average income and position levels. ; 

And both editions are unique in their advertising 
and merchandising impact. Between their covers 
and at point of sale, they provide the finest 


printing and colour reproduction and the largest 
page size among international magazines. 

Because each offers so great an opportunity for 
sales, both together get outstanding sales results. 
A recent coupon advertisement in the two editions 
drew nearly 20,000 inquiries. 

If you, too, are interested in results, write for 
“More Facts about LIFE International Editions.” 
Both speak the language of pictures and of sales. 


TIME & LIFE BUILDING, KEW BOND STREET, LONDON wt 
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ADVERTISER'S WEEKLY 


The Largest-Sellinz General Weekly, 


} Consistent rise in sales—that is the proud record of JOHN BULL, Britain's family 

< magasine of goda#eading. Over 41,090 ix. the last half of 1953—over 63,000 
in the first halfiof this year. JOHN BULL’s present A.B.C. figure makes it 
easily the largest-selling photogravure family weekly in the country. 
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SALES INCREASE 
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JAN.—JUNE, 1954 


with the Lowest Cost per Thottsand 


The largest-selling family weekly—and the cheapest advertising buy there is in 
it. class. JOHN BULL’s unrivalled coverage of the vital family market, the power 
o} its full-colour, and its highly advantageous rates combined with ite gentinuing 
success, make it by far your best buy for 1955. 


IN A YEAR OF 
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‘Two Freds’ match—first record is broken 


PROGRAMME SUBSCRIPTIONS TOP £1,800: 
LORD MACKINTOSH’S FILM COMMENTARY 


WITH still another two weeks left till press date, one record 
has already been broken in this year’s appeal for the 


“Two Freds” cricket match in aid of 


ABS. Subscriptions 


to the programme up to midday on Tuesday totalled more 
than £1,800, compared with the total 1953 programme revenue 


of £1,708 14s, 


John Sime, who is handling 
the programme, appeals for 
further subscriptions to swell 
the revenue and make a bumper 
programme. He can be con- 
tacted for space at 180 Fleet 
Street, E.C.4. (Chancery 8844). 

Features of this year’s pro- 
gramme incl 

5,000 cheuletion guaranteed 
by ADVERTISER'S WEEKLY. 

Full-colour and two-colour 
advertisements—the blocks for 


the full colour pages are 
yg! being made free by 
& & ayton Lid. 


Full-colour cover drawn by 

Ronald Searle. 

ting the Newspapers are 
printing the programme free of 
charge. Gee and Watson are 
making all editorial blocks as 
another gift to NABS. 

The match takes place at Hur- 
lingham on Wednesday, Sep- 
tember 8, and a film of it is to 
+7 ea by S. Presbury and Co., 

td. 


Lord president of 
the Fleet Street Column Club, 
which organises the match, has 

to speak the commentary 
this film, — ; 

Following is a list of those 
who have subscribed to the pro- 
gramme to date: 

Apvertiser’s WEEKLY; 
(Cellular Clothing Co. Ltd); R 

derson (Advertising) Ltd. ; / a. 
Press Lid.; Aspro Litd.; Auger & 
Turner Lid. 

Charles Barker & Sons Ltd.; 
EB. W. Barney Lid.; Bath & Wilts 
Chronicle an Herald; S. H. Benson 
Lid. ; E. T. Federation Lid. ; 
Chiftord Bloxham & Partners gt $ 


SEARCH YOUR 
MEMORIES ... 


ics Getalto of tho cartier | 
matches are very scarce. Will, : 
therefore, anyone who took : 


them, contact: Mark : 
Harrison, at “Advertiser's : 
Weekly ” (Chancery 8844), : 


. 
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- Hogs Overseas Airways Corpora- 
British Rate and Data; T. B. 
Sa Ltd.; Basil Butler Co, Ltd. 
R. S. Ca lin Ltd. ; / oa Pub- 
lishing Co. Ltd.; L. & A. Chap- 
man; Colman, ant & Varley 
Ltd. ; Cope’s Pools Lid.; Frank L. 
Cece W. S. Crawford Ltd. ; 
George Cuming Lid. 

Day & Wilkins Lid.; Display 
Craft Ltd.; Doig Advertising Ltd. ; 
Dolan, Davis, itcombe & Stewart 
es Dudley Turner & Vincent 


te iiott Advertising Lid.; Erwin, 
Wasey & Co, Ltd.; Everetts Adver- 
tising § Ltd. ; Export Advertising 
Service Lid. 

Fleet Street Column Club; Foote, 
Cone & Belding Ltd.; The Robert 
Freeman Co, Ltd. 

Gee and Watson; E. Walter 
George Lid.; Glovers Advertisin 
Lid.; Godbolds Ltd; W. H 
Gollings & Associates Lid.; Gordon 
& Gotch Advertising Lid. ; 'Greenlys 
Lid,; Griffiths & illington Ltd. ; 
Arthur Guinness, Son & Co. Lid, 

John Haddon & Co Ltd.; Edward 
Martin Harvey Advertising Service 
Ltd.; Charles F. Higham Litd.; 
Charles W. Hobson Ltd.; Jewish 
Observer; Samuel Jones & Co. Lid. 

Kemsley Newspapers Ltd. 

Lambe & Robinson Lid.; C. and 
E Layton Lid.; Legget Nicholson 
& Partners Ltd.; Littlewoods Pools ; 
London Press Exchange Lid. ; Lovell 
& Rupert Curtis Lid. 

David Macaulay Advertising Ltd. ; 
John Mackinto: & Sons Lid.; 
Manchester Guardian; Masius & 
Fergusson Lid. ; Martell (Matthew 
Clark & Sons Lid.); Mather & 
Crowther Ltd.; Albert Milhado Co. 
Ltd. ; Mitchell & Co. Lid. ; 
Municipal Journal ; — ae 
(Advertising) Lid. 

National Maga 
A.W. Newton Lid: eck t D. Nowe; 
Advertising Lid. 

Outdoor Publicity Ltd. 

Howard Panton Lid.; Alabaster 
Passmore & Sons Ltd.; S. a.) ne 
cock Ltd.; Pearl & Dean 
Pethick Lid. ; Ge Pritchard. Wood 
& Partners Lid. 

Readicut Wool Co. Ltd.; Rumble, 
Crowther & Nicholas Lid.’ Ronson 
Products Ltd.; G. S. ei Lid. 


fridges Ltd.; Sellar's Illustrating 
Service; Service Advertisi 

Ltd. ; Shermans Pools Lid " Biewari 
Skingle Lid.; Stowe 

Ltd.; G, Street & Co. ia. % 
Advertising Agency Ltd. 


Pu lick Lid.; The J. 
Walter Thompson ‘0. Lid. ; Tibber- 
ham _  Publici Lid. ; Time-Life 


fapmnetonss "Lid. Tully-Crabbe 
a v Wakefield Ltd.; Winter 


Black and white reproduction of the full-colour cover for the “ Two Freds"’ 

gramme which has been specially drawn by Ronald Searle. Mr. Searle 

io also generously given his original drawing for auction by Harold Fish 
after the match, 


Thomas ~ Ltd.; World's — 


News; S. H Wright & Co. 
Yardley & Co. Lid.; Young & 
Rubicam Lid. 


(For latest subscriptions—see 
Stop Press.) 
nce again, an exciting series 
of incentives is being offered, to 
encourage the cricketers to raise 
money for NABS. For the 
tenth successive year, S. H. Vin- 
cent has offered to give a “bob- 
a-run” to NABS for the total 
score made by the Advertisers 
and Agents team in the “Two 
Freds” match. In turn, his 
partner, Dudley Turner, is to 
give a similar amount for every 
aoa scored by the Press and Print 


Other incentives wd the players 
have been offered b 

R. Anat half a 
guinea for every run-out or 
stumped; J. Harrison Ha 


ADVERTISER'S WEEKLY : £5 for 


Allied to the West C Country . 


BristoL EVENING POS a 


More than 133,000 copies sold daily — Largest circulation in the West 


Head Odice: SILVER STREET and BROADMEAD, BRISTOL. 


Leadon Office: 85 FLEET STREET, E.C4 


a definite result and £1 for every 
six; H. Richard Simmons, 
Games and Toys: 
50 or over; 

S. H. Benson Ltd., 


£1 for every 


Clarkson, o 
, and Jack 
Everett, Empire News: 2s. 6d. for 
every four and 5s. for every six 
scored by the Press and the 
Agents, respectively; Reg 
Palmer: a guinea for every 
catch; Gordon Ho 
Fruit Trades Journal: a guinea 
for every “caught and bowled”; 
R. Jones, Dolan, Davies, Whit- 
combe and Stewart Lid: a 
inea for every middle stump 
it (to celebrate the birth of his 
son, Jonathan). 

Other bright ideas for incen- 
tives should be sent to H. Daw- 
son Salmon, of the Argus Press. 

Gifts for auction should be 
sent to Harold Fish, c/o The 
Ludgate — Garage, Seacoal 
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WORLD’S LARGEST QUALITY SALé 


AVERACE daily net sales of the Daily Mail, as 

certified.. month by month by the Audit 
Bureau of Circulations, for the period January— 
June, 1954, are as follows:— 


JAN ..2,112,566| APR. . 2,123,034 
FEB ..2,108,428| MAY . 2,152,691 
MAR . 2,118,780) JUN . . 2,146,579 


Dally Average for 6 Months . . . 2,127,227 
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o amie hing Talking Points 
Name for new margarine? Send 


Dr. Summerskill 


(HE launching of a new 


product in these exacti 
regulation-ridden eowngag 
fraught with difficulties. 

With all the legislation and 
Ministerial rule it is necessary to 
keep a flight of lawyers in 
attendance. 

Look at all the difficulties the 
margarine makers are having! 
Even the naming of a product is 
a major operation. 

The Merchandise Marks Act is 
full of twists and turns. The 
food labelling regulations are so 
involved that you can +o | 
tell the difference between cha 
and cheese. 

The officials are the trouble. 
And they are proving exception- 
ally difficult over the names of 
new fat products. 

They are particularly con- 
cer’ about the difference 
between cow and chlorophyll— 
the difference between animal, 
ve ble and mineral fat. 

is makes it awkward for the 
vegetable fat manufacturers. 
They cannot spread themselves 
as they would wish. Any name 
which creates a bovine atmo- 
sphere is suspect. , 

The use of the word “meadow” 
for margarine might thus be 
disputed on the grounds that cows 
graze in meadows and everyone 
—except Dr. Summerskill— 
would expect to taste butter. 
Buttercup or clover could be re- 
jected on similar grounds. 

What nonsense all this is! 

Carrying regulation to the 
point of ridicule, it might be 
argued that “ country fresh” soap 


* must be fit for human consump- 


tion. 
CHAIN OF EVENTS 
WE all get it in turn—the 
ad. that really goes 
wrong. 


But the Bournemouth Daily 
Echo had double trouble last 
week. 

Almost side by side, this lead- 
ing South Coast journal carried 

. for toilet rolls and window 

i The copy was transposed. 

The blinds were described: 

“Soft and silky, thin and 
strong. Contains more _ than 
doub ount as compared 
with so-called cheap rolls of thick 
inferior paper.” 

The toilet rolls: “Say welcome 
where the world can see it .. . by 


fitting striped and gaily coloured 
canopies to your windows.” 

No doubt someone was torn off 
a big strip for that box-up ! 


Even the Advertising Associa- 
tion is involved in a little con- 
troversy about the oldest agencies 
in existence. 

Oldest three of the old hands, 
according to the records, are : 

1, R. F. White and Sons— 
founded 1800. 

2. Robertson and Scott (Adver- 
tising) Ltd—founded 1819. 

3. Lee and Nightingale — 
founded 1854, 


Any challengers ? asks the AA. 


E have all encountered 
ads. that smell. And no 
one disputes the value of that 
new medium, the mobile. 
Now the Electrical Review has 
a new idea. Its columnist 
“Reflector” writes: 

“The publicity value of 
motion in displays I have 
appreciated for a long time but 
not until last week did | realise 
the importance of noise. While 
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. 
| was looking at the South 
Eastern Electricity Board’s ex- 
hibit at the Sussex County 
Show at Eastbourne one of 
those periodical occasions 
occurred when the number of 
visitors had dwindled. 

“Whereu Mr. E. C. Clay- 
don, the rd’s agricultural 
engineer for the East Sussex and 
South West Kent Sub-Area, 
switched on the motor of a 
pneumatic grain conveyor. The 
effect was almost magical and 
within a matter of seconds the 
hum of the machine had 
brought a large crowd surging 
around. 

“Incidentally the apparatus 
in question had been ingeni- 
ously adapted by the Board to 
give a certain amount of drying, 
tubular sheathed grill boiler 
elements being found very con- 
venient for the purpose.” 


A supply of glucose ener 
tablets was available for 
representatives of seven countries’ 
newspapers who attended the 
Third Congress of the Inter- 
national Association of Geronto- 
logy at Church House last week. 
Press officer for the Congress, 
R. F. Owen, of Public Relations 
Associates Ltd., said that after 
450 medical papers the supply 
was gratefully received. 


TO-MORROW’S TOPICS 


@Competition is intensifying 
between leading tea blenders. 
Stage one has been the holding 
down of prices expected to rise. 
Stage two will be more exten- 
sive advertising of brands. 


® Entry of a big linoleum maker 
into the carpet market will lead 


to vigorous competition with 
Renoapase ahvesiiae tor oolt 
floor coverings. 


@ A new Scottish drink—a mix- 
ture of whisky, oatmeal, honey 
and fresh cream—will be ex- 
hibited for the first time at the 
Scottish Industries Exhibition 


@ Next new development in the 
car market is expected to be 
a sports car from Fords. 


@A major home cleaning appli- 
ance company is planning “ the 
greatest campaign of its 
history.” 


AVERAGE WEEKLY NET SALE 133,105 
All Bnquiries to Head of Advertisement Dept., B.B.C. Publicarions Broadcasting House, Portland Place, London, W.1 
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DAILY AVERAGE | 


WORLD'S ‘plied EVENING SAL 


AVERAGE daily net sales of The Evening News, 

as certified month by month by the Audit 
Bureau of Circulations, for the period —e 
June, 1954, are as follows:— | 


JAN ..1,432,673| APR. . 1,435,574 
FEB .. 1,435,205 | MAY. .1,421,391 
MAR . 1,458,334 /JUN .. 1,401,457 


Daily Average for 6 Months .. . 1,430,862 
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Review of Advertising 


Big staffs from bad 


executives grow 


iw IS credibly reported that 
the Institute of Incorporated 
Practitioners in Advertising is 
conducting an inquiry into the 
sizes and, for all pom the 
salaries, of agencies’ creative 
staffs in relation to agencies’ 
turnover, 


This is not the place to discuss 
the propriety of using the Insti- 
tute’s staff and premises for the 
benefit of one section of the 
membership and possibly against 
the interest of many of the 
remainder, but I have one obser- 
vation to make now, before the 
results of the inquiry are released. 


In my experience the size of 
agencies’ creative staffs depends 
more than anything else on the 


over them by boards of direc- 
tors. 


If the executives can only sell 
copy and 7" that in their 
—— are likely to please the 
client, and are constantly allowed 
to alter copy or to insist on lay- 
outs being altered to satisfy their 
personal ideas of what they think 
the client wants, the creative staff 
will be disproportionately large 
and it will be costly. It will be 
costly not only because it is too 
big, but because there will be a 
big turnover of staff. 


Good men will become dis- 
contented and go elsewhere—and 
new ones will have to be bought 


eee eam 


By COPYTASTER 


away from other agencies. Others 
will have to be fired for quarrel- 
ling, grumbling or sulking because 
work that they know to be good 
seems to be wantonly wasted or 
emasculated. 

Worst of all, the quality of 
the agency's work —_ down 
almost as fast as creative 
department’s wage packet goes 
up, for frustration is the death 

of inspiration. 

Advertising agencies would do 
far better to inquire into the rate 
of turnover of their creative staff 

and look for the underlying 
causes—than merely compare 
sizes and salaries. 


Selling the clients 


The most important task of an 
executive is to sell to his clients 
the advertisements that the agency 
as a whole considers most suitable 
and effective for the job they have 
to do. His opinion should be 
listened to and respected, but if 
he is overruled he should still be 
able to sell the campaign, say, 
three times out of five. 

If he cannot, he should be 
promptly transferred—preferably 
to the agency’s nearest and most 
dangerous rival. 

On the other hand, if he is 
continually allowed his own way 
the chairman had better give him 
his seat, for he is running the 
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“He perused the 
print diligently” 
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Anniversary advertisements are the very devil to write, but Copytaster 
found this “ Yorkshire Post” item, which appeared in this journal, 
ingenious, interesting, and easy to read. It says much, he believes, 


for the energy and enterprise of the newspaper's management. 
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She-Scientist, X-Tana 


inom 
‘ey 
Remit 
he roms: 
eupe 
> test 
fun y 
hoa top qualey whens, 


This advertisement 
has astounded 
Copytaster. He 
wonders whether 
the Puffed Wheat 
people really know 
what they are 
up to. 


agency—and running it into the 
ground. 

As I have said before, I do not 
usually review the advertisements 
in this journal, On the other 
hand, the Yorkshire Post does not 
usually have a bicentenary, and its 
publicity manager attracted my 
curiosity and sympathy in a most 
ingenious way. He asked me to 
look at his advertisement first, 
and only then to open and read 
the contents of a sealed envelope 
explaining how the advertisement 
was planned. 


Voice of the ghost 


In case it has already escaped 
your memory, here is the adver- 
tisement. The copy is supposed 
to be spoken by the ghost of the 
newspaper's first publisher, telling 
of his first issue and of the growth 
of the paper’s readership and 
influence over the years. 

The copy is ingenious and 
interesting, and although I have 
an idiosyncrasy against archaisms 
such as “ bethought me,” I found 
it easy to read. The last two 
paragraphs make a clever close: 

“ Continue faring well, Old 

Lady of Albion Street. Con- 

tinue being the mightiest jour- 

nal of the largest county of the 
greatest country in the world. 

“ For I shall pass this way 
again. 

Of its kind this is an excellent 
advertisement, and it says much 
for the energy and enterprise of 
Yorkshire Post's management 
that so much thought and re- 
search should have gone into an 
advertisement in a trade journal. 
Anniversary advertisements are 
the very devil to write. 

Was it all worth while? In 
terms of hard cash almost cer- 
tainly not, and I am strongly 
against such affairs except to cele- 
brate the roundest of round num- 


i 
"i 


WAAL 


bers. At such an age we should 
not grudge grandfather his little 
treat, and he certainly made the 
most of the opportunity. 


* * * 


Purrep WHEAT had the aston- 
ishing idea of printing on 
the packet a horrific science- 
fiction hat for girls, supposed to 
be the head-dress of X-Tana, the 
great She-Scientist of Venus, and 
advertising it in a Sunday news- 
paper. 

Do they knqw what they’re 
doing ? 

Do the research kings support 
the notion that girls care about 
space-ships and she-scientists ? 

I am hard to surprise, but this 


®@ Continued on page 222 


© ONS cee ems © ante ay oe 
ee ee te 
Es aeteted mh ees Aneel ari me 
a mee ee ee ee 
9 ee ne we 8 me 
a 
ee ee ee od 
ee ee we ee ee + 4 
pee Tee ee et tee et of bows 
ee ete ee ones 
— eet me mee 
en * 
pore ey ote ee ote wy ——<- 
ne Sara 
- | eeetiiediaea Pe peed 
Row ee oe de ee oe => 
a ~ a 
> — eo 
be ee 
=~: errr 
rr —-“—— — —s - 
= 7 
’ one 
= 


Copytaster's guess is that the 
extra cost of composing this item 
in the form of a sailing boat 
would have bought a thoroughly 
effective line drawing of someone 
on a camel or aloft in a balloon. 
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AVERAGE 


Avaact weekly net ties of the Sunday 
Dispatch, as certified month by month by 

the Audit Bureau of Circulations, for the period 

January—June, 1954, are as follows .— 


JAN .2,698,958/APR .2,672,427 
FEB . 2,685,900| MAY . 2,662,554 


MAR . 2,676,518 |JUN . 2,657,505 
Weekly Average for 6 Months... 2,676,037 
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creative 


sales 


promotion 


THE ASTRAL GROUP of companies 


offer a complete service, for the creative design 


and production of sales 


promotion schemes. We specialise in brochures, 


catalogues, dealer display and point-of-sale material. 


Astral Arts 


Group 


ASTRAL ARTS GROUP LTD 
171 NEW BOND STREET LONDON W1 


Telephone: Grosvenor 8711 (ten lines) 


Associate companies: Mercury Displays Ltd 
Atlas Photography Ltd - Anvil Press Ltd - A’P*S Ltd 


ean CT TT 


| has raised my imagination to 
| boggling point. 


| ing outside a call-box ! 


* * Ne other method can free you so salnly aod cme 
: Notniy fran oll mamthiy dimomtort, worry ext 
PLAYING TRICKS with type must pos. Mas F Tempas was epee!) a emient by 

dootor make Ghings easter for yo end 
be one of the oldest and almost pos eat GMM Ghdhas © cuatstcly cope 
always the most futile of all tte. aad betta, pine amd pads quite worm canary. 
advertising stunts. The Book- wide Ga an have ee b. Wom tote 
seller of July 10 had an adver- thee 9 wethang te show eal nothing to warry simnt. 
tisement for something called Son Aas pee dames Gans iy poee 

| The British National Biblio- & evi exten © yop wich, 


| search of the Sudan .. .” and 


, tisement I should assuredly have 
| assumed it to be merely some- 
| body's idea of dynamic typeset- 
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PYROS © REVIEW OF ADVERTISING —continued 


* * * 
IN THE same Sunday newspaper 
I had yet another surprise: a 
picture of a woman telephoning 


with the headline “ Tampax has Tamypes 
made all the difference in the has made . 
“a i 's what they di on 
that's wha ey discuss ; 
during all those minutes that ap recenaenag A 
seem like hours when one is wait- im the world } 


You Tt even reales Tasmpan te for eumpicr aofer, 
carer to yar, infipitely dawnt end more hy) ger 
Tee eo very disoreet—@ whale month » erpgty tevke 


graphy with the headline “In 


blow me down if they didn’t 
set up the copy and a couple of 
rules to look like a sailing boat 
running before the wind ! 

Had I not been sent a letter 
calling my attention to the adver- 


ting and never noticed that ship. 
m.., . oe At long last Copytaster has dis- 
bought a thoroughly workman- covered what women talk about 
like and attention-getting line when they monopolise the phone 
drawing of somebody on a while one cools the heels outside 
camel or in a balloon looking the booth. 
.through a telescope, and the Why are all book publishers 
advertisement would have such abysmally awful adver- 
attracted at least double the  tisers ? There must be an answer 
number of readers. but I can't even guess at it. 


Ce 


B ETWEEN blistering heat and torrential rains, some poster colours 

are notoriously quick to fade in tropical countries, An 
interesting development in this connection is the series of colour 
fading tests recently instituted by Export Advertising Service Ltd. in 
collaboration with various manufacturers of lithographic and silk 
screen poster inks. The tests are being conducted in Lagos under 
the most adverse climatic conditions, and already a mass of useful 
information has been collated. 

In the above photograph the artist's choice of colours for a Klim 
Milk poster designed by Export Advertising Service for display in 
tropical Africa is being subjected to careful scrutiny. The E.A.S. 
production manager, R. G. Whitaker, is in consultation with P. H. 
Harris, coast manager of an associate company, West Africa 

Publicity Ltd. 
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SVERAGE daily Wil tales of the Deilysketditi 
certified month by month by the Audit Bureau sof 


Circulations, are as follows: | 
1953 OCT .... 797,790 
JAN .... 743,880 | NOV .... 794,227 
FEB .... 792,17) DEC .... 792,829 — 
MAR ....792,860 | 1954 ee 
APR ....786,164 | JAN .... 793,696 / 
MAY ....777442 | FEB .... 218,627 
JUNE ...933,483 | MAR... . 829,260 
JULY ...796.220 | APR .... 825,358 | 
AUG ....803,065 | MAY .... 845,329 . 


SEPT ... 803,304] JUNE ... 541,812) 
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Sample and coupon distributions are gaining ground 


as aids to bigger sales. 


of Circular Distributors Ltd., explains here— 


CARL BRUNNING, director 


What the advertiser needs to know 
about sample distribution 


[HE DISTRIBUTION of 
samples and coupons to 
households throughout the 
country is becoming a more 
and more important part of 
sales promotion. Sampling, 
in particular, is being used 
on an increasing scale by 
many large advertisers. 


On the face of it the distribu- 
tion of a sample from house to 
house sounds a fairly simple task 

-all you need are some reliable 
personnel and a street map. Like 
most things there is m more 
to it than that. 


Firstly, an advertiser wants to 
know how many households he 
can reach and how effective his 
distribution will be. When it 
comes to obtaining accurate 
figures of the number of house- 
holds in any part of the country 
accurate information is singularly 
lacking. The 1951 census figures 
are not yet fully published, and 
in any case, they are now over 
three years out of date and there 
has a very substantial 
increase in new housing. 


Return of dwellings 


One of the major tasks under- 
taken by Circular Distributors 
Ltd., was to obtain from all the 
administrative authorities an 
accurate return of all dweljlin 
within their boundaries. Dwell- 
ings, however, are not necessarily 
households. The incidence of 
multiple occupation in shared 
households has to be considered 
and where necessary, per 
calls made. In Greater London 
there are some 550,000 families 
who share houses, which means 
that a sample distribution to 100 
per cent dwellings would only 
reach about 68 per cent of 
families. New housing has to be 
added all the time. records 
of dwellings and households must 
be maintained as the most bd} 
date in the country outside official 
circles, They must be compiled 
from experience and constant 
revision from field staff reports. 


Percentage varies 

Now what sort of percen 
of distribution can be eff ? 

Theoretically in any area 100 
per cent of households should be 
reached ; in practice that is not 
so. The percentage of distribu- 
tion achieved varies from 85 to 
98 per cent and the deficiency is 
accounted for by commercial 


property, flats to which access 
cannot be gained, scattered pro- 
perty, and the ordinary human 
element of failure in missing an 
occasional street. 

On sample distribution very 
rigid checks are made on the 
work of the field staff, and it is 
found that in most cases checki 
shows an effective distribution o 
95 to 98 per cent, but a lesser 
figure of 85 per cent does not 
mean that 15 per cent of the pro- 

y has not been distributed. 
rom time to time we make con- 
trol checks on property where a 
100 per cent distribution is known 
to have been achieved. 


Controlled distribution 


For example: A specially con- 
trolled distribution was made 

a small area where it was abso- 
lutely certain that one sample 
went into every letterbox. Some 
forty-eight hours later the occu- 
pants were asked if they had re- 
ceived the sample, and 16 per 
cent said NO. At the same time, 
in an adjacent area a number of 
samples were posted and a similar 
check made forty-eight hours 
later, In this case eight per cent 
said that they had not received it. 
This incorrect negative answer 
occurs consistently and varies 


. from five to 15 per cent. 


The reasons for it are: 


On this last point we have con- 
ducted certain tests, and find that 
the most effective check is made 
within twenty-four hours of dis- 
tribution. After that negative 
replies increase, but are fairly 
static from one to four weeks. 
After four weeks, negative replies 
increase substantially. 


the town boundary. Such an 
area includes outlying estates and 
blocks of property. The admini- 
strative area goes to the town 
boundary only and does not take 
in any housing estates which may 
be part of a bigger rural area. 
When a ~~ 100 per cent 
distribution of the entire country 
is required (such as the recent 
“OMO™” distribution undertaken 
by us) we deliver samples to 
every house within the admini- 
strative boundaries of the towns 
and cities, but the rural areas are 
distributed by post. House to 
house distribution by hand in 
rural areas is not economic. 


The administrative boundary, 
therefore, gives an accurate line 
of demarcation—or should do. 
Even here there are difficulties. 
Ordnance Survey maps are not 
up to date and administrative 
boundaries are constantly chang- 
ing. It has cost us many thou- 
sands of pounds to put down a 
complete -— system of the 
entire United Kingdom and these 
4% are constantly being revised 

for administrative boundary 
alterations and for the inclusion 
of new housing estates. 


It is essential that the master 
maps used are as up-to-date as 
possible—even more so than those 
prepared by government depart- 

ments. 

Any large scale sampling pre- 
sents its logistical problems. We 
can and do distribute nearly 1! 
million samples to towns and 
cities throughout the United 
Kingdom in two or three days 
over four weeks—a not incon- 
siderable task. It involves any- 
where up to 2,500 field staff. 

Here are the requirements for 
the successful distribution of a 
large size sample. It involved 
sending to teams (in all parts of 
the country) over 1,600 tons of 
supplies; 400 supervisors each 
vee with a car; some 50 or 

inspectors in cars; nearly 100 
lorries carrying bulk supplies, 
and more than a thousand speci- 
ally marked maps. Behind it all 
there has to be a large admini- 
stretive staff to check daily 
reports, team and _ inspector 
movements and, not least, the 
checking of all wage forms and 
expense claims on Saturday and 
Sunday and payment of the 2,500 
by post on Monday and Tuesday. 


Advertising Case History—55 
How to meet the threat of 
foreign glove competition 


study of the market and 
manufacturer 


Thorough 
a knitted glove 


HAT CAN be done to 

meet the competition from 
imported Hong Kong gloves ? 
That was the problem brought 
for solution to Sales Promo- 
tion (Leicester) by Breeze & 
Belgard Ltd. a _ Leicester 
knitted glove manufacturer. 


point where they were com- 
petitive with the imported pro- 
duct. A thorough study of the 
methods 

Pro- 


randing of gloves was rare. 
® Packaging was virtually non- 
existent. 
®@ Sales aids and point of sale 
material were difficult 
come by. 


if 


of 
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a sample. It may have been 
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lesb answer 
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te something. 
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_ WEEKLY AVERAGE, SIX MONTHS TO-JUNE, 1954 — 


UP 623, 965 IN 18 MONTHS. 


pyrrace weekly net sales of the Weekend Mail, 
om month by month by the Audit Bureau af 
Circulations, are as follows:— | 


1953 


OCT. 
NOV. 
DEC .. 


-» « 1,714,517 
. 1,760,696 
. 1,776,180 


1954 


JAN ... 
FEB .. 
MAR . 


. 180,295 
. 1,421,801 
. 445,329 


APR.. 
MAY. . 
JUNE. 
JULY . 
AUG .. 
SEPT . 


. 1,480,735 
. 1,506,515 


1,505,433 


- 1,536,525 
- 601,642 
. 1,647,694 


MAY.. 


. - 1,798,820 
. 1,928,272 
. 1,980,492 

.. 898279 

.. |, 613,869 


JUNE ... 1,804,260 
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THANK Y| 


FOR REVEA 


THE 


EVENING 


(GLAS 


@ is the ONLY Scottish evening newspaper 


with over a half million readership. 


* 
had, during the period of the Survey, an actual 
adult readership of 662,000. 


* On the readership per copy finding of the 


L.P.A. Survey (taken last autumn) the present 
total adult readership has risen to 675,000 
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OU I.L.P.A. 


LING THAT 


TIMES 


GOW) 


@ has 2.7 adult readers per copy. 


has 52% women’s readership. 
(75% of women readers being housewives.) 


CERTIFIED NET SALE JANUARY—JUNE, 1954 


249,847 


A.B.C. 
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Speed up 
your Despatch- 


LABELLER 


Tile model mars ented for tho sfliay 
1g of small ¢ d labels, 


Sao instruction slips, poster stamps 
similar items, the 
& postage cape wer 25/- 


-with just” 


The Labeller is clean 
and speedy in opera- 
tion; with the brush 
moistening device 
labels are just ‘flicked 
through’ between the 
pressure bar and over 
the brush and this en- 
sures not too much or 
too little moisture to 
the labels, just suffi- 
cient all-over moisten- 
Ing to gummed surface. 

The Labeller is made 
in red porcelain, finish- 
ed with a bright nickel 
feed plate over thetank. 


BUTTERFLY BRAND 


LIGHTNING... 


dond foe Sludttrated Leaflet 


« ttkel the Ragots 


LABELLER 


SAMUEL JONES & & CO, LTD. 


NEW BRIDGE STREET, LONDON, E.C4. Tel: CENTRAL 6500 


e HOW TO SELL GLOVES—continued 


Jury 29, 1954 


The “feeler” showcard asks “Have you ever felt anything softer?”. 
The presentation box is in black and orange with white lettering. 


This glove (which was given 
the brand name “Elation”) was 
made from a new mixture of two 
valuable natural fibres; one from 
the smooth fur of a rare animal 
found in Australia and North 
America, and the other a pure 
lambswool. This blending has 
produced a glove which is ex- 
tremely soft and comparable to 
the best cashmere. 

These qualities have formed 
the theme of the sales promo- 
tion, and to find out how the 
gloves stood up to washing, a 
sample pair was sent to the 
“Lux” Washability Bureau. After 
careful testing they were awarded 
the relevant certificate—in fact 
they seem to improve in soft- 
ness and appearance by washing. 

_ Every pair of “Elation” gloves 

Aw yay in a presentation box 
ate in black and orange with 

ite lettering. This box shows 

advantage the rich quality of 
he gloves and turns every pair 
into a gift item, Attached to 
every pair is a swing ticket which 
bears washing instructions and 
the Lux certificate on the reverse. 


How an ad. film. 


was hurried 


TELEPHOME call was 

received by Huntley-Ward 
films on June 1. It went as 
follows: “This is the pub- 
licity manager of Standard 
Telephones and Cables. We 
want a film for the Produc- 
tivity Exhibition and must 
have copies by July 1. Can 
you do it?” 

Executive producer, B. Charles- 
Dean, said that it could be done 
but could a survey be made that 
very day? The answer was that 
it could. Wheels began to move. 
Camera and lighting units were 


Printed inside the box is the 
full story of the gloves, headed 
with the words: “Wear ‘Elation’ 

loves for your fingers’ sake.” 
he information includes full 
particulars of “What they are 
made of,” “How they are made,” 
“What they will do,” “How to 
care for them” and “When to 
wear them.” This provides the 
retail assistant with all the in- 
formation needed to sell the 
gloves, and helps to persuade the 
customer that her money has 
bought something valuable. 

A “feeler” showcard has been 
designed which challenges the 
prospective customer by asking 
“Have you ever felt anything 
softer?” and invites her to handle 
a glove fixed to it so that she can 
“aaa how soft and warm 
it 

Analy there is evidence to 
show that this comprehensive 
approach to aor retailing is 
succeeding. artwork = in- 
volved has been carried out by 
“Graphikos,” Leicester, and the 

rinting by Knights Press Ltd., 

don, S.W.4. 


in action within 48 hours, with 
more than ample film stock, and 
four factory locations were being 
filmed. This film was very im- 
portant dealing with Standard's 
modern production methods. 
Working in close co-operation 
with technical advisers, a list of 
basic essential shots with com- 
mentary notes were made each 
night. Full liberty was taken 
with angles, the cameras poking 
their lens noses into every corner 
of the machines and processes. 
The script was built into shape 


as filming went on. 


With the close co-operation of 
the laboratories, 31 opticals were 
made with Frank Phillips stand- 
ing by for the commentary. With 
music to round off the produc- 
tion, the film was completed 
dead on time. 
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SHOW NUMBERS 


September 17 SHOW GUIDE 


Press Date ordinary advertisements, September 9 


September 24 SHOW REPORT 


Press Date ordinary advertisements, September 16 


October 1 SHOW TECHNICAL REPORT 


Press Date ordinary advertisements, September 23 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1. TERminus 3636 
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The most 
INFLUENTIAL 


Readership 
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THE READERS of ILLUSTRATED NEWSPAPERS are not only important 
buyers themselves; they are people who set fashions and determine the 
buying habits-of millions of their fellow men and women. First to win 
acceptance in this influential market is to open the door to every other. 
This has been proved time and again by shrewd advertisers who use 
ILLUSTRATED NEWSPAPERS for cumulative results from the top income 
group and to sustain quality endorsement, so often of vital importance, 


when campaigning in the mass market. As you plan for 1955 please 


remember that dates for COLOUR must be agreed in advance with 


The Advertisement Director. Telephone: Temple Bar 5444. 


ILLUSTRATED 
NEWSPAPERS 


apowerful sales influence in every market 


The ILLUSTRATED LONDON NEWS «+ The TATLER 
The SPHERE + The SKETCH + SPORT & COUNTRY 
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WO 
SUSR5USS 
IS 

MIND 


A job with most decided potentialities. 

You know the sort of work we do, 

and perhaps you know the sort of people we are. 

If you think you would like to work with us, 

please write to the Managing Director. 

We feel that relatively only a few people can fill the job, 
but would be delighted if replies confound us. 

It would be an advantage if you have had 

experience of women’s accounts. 


JOHN TAIT AND rantncngit [> 
GRAND BUILDINGS, TRAFALGAR SQUARE 


le 


; 


N HANDLING the adver- 

tising for Bentalls of King- 
ston, Colman, Prentis and 
Varley were asked to advise 
on a design policy for the 
whole of the store’s visual 
presentation. This covered 
wrapping and packaging, signs 
and printed and press adver- 
tising. 

No house style existed and the 
store name appeared in countless 
different forms. The - starting 
point was the standardisation of 
the name block for which lower 
case Albertus bold has been used 
—with what has now become 
“The Bentall frame.” 


It is this frame that has 
become the basic desi motif 
throughout all forms of printing 
and display. 

The frame is used in many 
variations of weight and form 
and on occasions is decorated 
(such as for Christmas advertise- 
ments and cake boxes). Designers 
working on the account are free 
to produce advertising appro- 
priate to the very wide range of 
merchandise sold by Bentalls, 
providing that the layout is 
either within the frame or con- 
tains the frame in some form. 


Gradual transformation 


The complete change-over 
within the store itself will be 
very gradual although a start has 
been made with the installation 
of a complete range of direc- 
tional signs. Again, throughout 
sign work Albertus bold is used. 

Each department is identified 
with’ a name board hung on 
nylon from the ceiling at a 
uniform height. The boards are 
grey with white cut out letters. 

General direction is provided 
by departmental names across 
the architraves of all archways 
with dark green letters on the 


BENTALLS 
F entalls 


How a big store’s visual 
_ presentation is changing 


BENTALLS 


Jury 29, 1954 


UTLERY 


c 


TOBACCO 


Interchangeable directional indi- 

cators have a background of grey 

peg board with the titles in green 
on white. 


marble facing. On each side of 
the archways is a two-way indi- 
cator board with departmental 
names and arrows. section 
of the frame is a three-dimen- 
sional version of the standard 
frame in natural polish 
sycamore. 

While carrying through the 
visual theme the frame also 
helps to lift the panel away from 
the wall and avoids the appear- 
ance of being too “built in.” 
The background is ey peg 
board and the interchangeable 
titles are lettered in green on 
white and are fixed with specially 
designed clips. 

All the basic design work on 
the name, frame and packaging 
has been done by Colman, Prentis 
and Varley’s product and exhibi- 
tion unit, un the direction of 
Peter Ray. 


Bentalls 


Bentalls| 


| Left: The lettering used in the old name blocks. Right: The new 
name block and frame. The complete changeover in the style of the 
store's visual presentation is being carried through gradually. . 


| 
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JOY | A house style has been adopted by Bentalls of Kingston for use in 

| alll aspects of presentation. A basic design motif for all forms of 

Peat , printing and display makes use of lower case Albertus bold. 
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At last! you can afford animation 


WHAT IS ITP 


We have produced the cheapest, most 
compact and most efficient animating 


movement yet seen in Display. It is 
unique! It runs for weeks for a few cop- 
pers! Being battery-operated, no points 
are needed, no trailing wires. Already it 
has proved the most successful Display 
innovation in years. 

CASE HISTORY! 


The first user of the new Display tech- 
nique —a national advertiser — ordered a 
pilot run with the intention of. putting 
the Displays in principal retail outlets 


for a few days and then moving them 
on to other shops. But representatives 
reported “Dealers just won't let them 
go!” Result—the advertiser concerned 
has trebled his initial order in four 
weeks. 


In the past, the trouble with animation 
in Display, apart from its expense, has 
been the tendency of the clever “gadget” 
to attract consumer attention to itself 
and not to the goods advertised. The 
new movement, in the skilled hands of 
our designers, underlines the selling 


story with eye-catching sales-pulling 
punch. The infinite variety of uses we 
are producing justifies our claim to a 
new technique in Display. 


WHAT THIS MEANS TO YOU! 


You know animation sells, but hitherto 
it has been too expensive—or too clever. 
NOW, you can afford animated Displays 
that will get much more than normal 
usage and that have already won their 
spurs as real sales-makers despite fierce 
competition. Ring Euston 5351 NOW 
so that we can give you first news of the 
biggest Display success in years. 


LEQN GOODMAN DISPLAYS ...... 


119-125 WHITFIELD 


STREET LONDON 


wi EUSTON 5351 
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Public Relations 


How the BBC bangs 
the publicity drum 


HE WORK of the BBC's 

publicity department is 
explained in an article by 
Douglas Richie, head of pub- 
licity, BBC, in the new issue 
of the BBC Quarterly. 

“It does not seck, as some 
people suppose it does, to protect 
the BBC from criticism, to 
cover up its mistakes, to gain 
popularity for the Corporation 
or its staff or its broadcasters, to 
campaign against rivals for the 
public’s interest, to fight against 
the introduction of commercial 
broadcasting, or simply to get a 
good press,” he writes. “It exists 
as does every public relations, 
publicity or information depart- 
ment, to help the organisation it 
serves to carry out its purposes 
as effectively as possible.” 

He says that the first task of 
the department is to try by 
methods other than broadcasting 
to let the public know about the 
programmes so that the best use 
is made of them. A second task 


is to encourage as much as pos- 
sible the lively interest of both 
the press and the public in the 
programmes so that critical 
appraisals, which are of impor- 
tance both in the maintenance of 
high broadcasting standards and 
high levels of appreciation by the 
= are found by the press to 

worthy of inclusion. 

Mr. Richie is not unduly per- 
turbed about criticism of tele- 
vision programmes. He estimates 


ANTI-GHOUL 
DEPARTMENT 


A reader writing in “Motor 
Cycle” suggests that the ACU 
should appoint a PRO to counter- 
act the “ghoulish sensation by the 
daily press in connection with the 
Isle of Man TT races.” 


there is an average audience of 
four million for every pro- 
gramme. “What would be the 
result if this same audience could 


ERE IS a spot where women 

journalists can put their 
feet up between assignments. It 
is a room at Hesketh House, 
Portman Square, which Lintas 
Information Service have put at 
the disposal of presswomen who 
want somewhere to relax or work 
when away from the office. 

LIS is staffed entirely by 
women, handling subjects mainly 
of interest to women. The room 
is open from 9 a.m. to 6 p.m. 


be set down in the Palladium to 
watch a variety show, or in the 
Manchester Free Trade Hall to 
listen to a political forum, or in 
the Usher Hall to hear a concert, 
or at Old Trafford to watch a 
cricket match? Even if each 
of these events were the best of 
its kind, a large proportion of 
every audience would be in a 


from Monday to Friday. A 
receptionist is on duty at all times 
to welcome visitors, make their 
appointments, guard their parcels, 
provide tea or coffee and take 
messages. Bulletins of the move- 
ments of celebrities are posted 
daily. Typewriters and tele- 
phones are provided. 

Now where is the PR organisa- 
tion which is prepared to offer 
the same facilities for male 
journalists ? 


state of acute boredom at having 
to look at something that did not 
interest them.” 


JUNKETINGS 


af of the firm's publicity 
drive for Mackeson’s Stout in the 
West Country Whitbreads held a 


@ Continued on page 236 


FIRED GLASS PELMETS 


W: offer a really dependable fixing service covering 
the United Kingdom. 


39 Commercial vehicles and a highly trained fixing 


staff together with the KNOW-HOW to make and fire 
your Pelmets is at your Service. 


SOFFE BROS LTD 


3-5, STATION ROAD, WATFORD 


Tel: GADEBROOK 3393/4. Dial GA3 3393. Telegrams: Fireglass-Watford. 
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COMPANY MEETING 


ADVERTISER'S WEEKLY 


The Amalgamated Press Limited 


The following is an extract 
from the Statement of the Chair- 
man, the Hon. Michael Berry, 
MBE, on the Report and 
Accounts for the year ended 
February 28, 1954, to be sub- 
mitted to the Annual Meeting on 
July 29. 

Before reviewing the progress 
of the year, I must dwell again 
on the grievous loss to the Com- 
pany, already recorded in the 


Directors’ Report, of the late 
Viscount Camrose. Lord Cam- 
rose became Chairman of The 


Amalgamated Press Ltd. in 1926 
and continued in that position 
until the day of his sudden death 
on June 15. 

You will not expect me, his 
son, to attempt his obituary. 
Rarely, in any case, has the press 
of so many countries poured out 
such splendid tributes in memory 
of a man who, throughout a 
many-sided life, had preferred to 
be known publicly only through 
what he created. One recalls par- 
ticularly the emphasis on his 
humanity, his integrity and his 
courage. What has been said of 
him is best summed up in the 
words of a distinguished Danish 
journalist, Jorgen Bast, in Ber- 
lingske Tidende, who wrote: 
“One of the great trees in the 
forest of the world press has 
fallen.” 

For more than a quarter of a 
century Lord Camrose guided the 
fortunes of The Amalgamated 
Press. During that time the 
Company has continually ex- 
panded and augmented its posi- 
tion as the largest periodical pub- 
lishing house in the country. 

From the age of 14 to his death, 
Lord Camrose was primarily a 
working journalist. His first 
independent enterprise was a 
periodical; but whether he was 
concerned with periodicals or 
newspapers—and in the course of 
his life those with which he was 
connected catered for many differ- 
ing types of readership—he 
always maintained fixed prin- 
ciples. He would never pander 
to the meaner tastes. He scorned, 
and I am sure you too scorn, the 
easy money to be garnered by 
lowered standards. It is the more 
a crowning tribute to his 27 years 
as Chairman, that deriving so 
much from his inspiration and 
wisdom, the accounts which I 
now present to you are a record 
in the Company's history. 


The Accounts 
The gross profits of The Amal- 
gamated Press Group amount to 
£4,784,000 after charging Deben- 
ture Interest. This compares with 
£4,240,000 last year and betters 
even the £4,773,000 of the pre- 
ceding year during which abnor- 
mal profits were made by our 

paper-making subsidiary. 


CHAIRMAN’S 


To a large extent, of course, 
we have laboured in vain. 
increase on last year's profits is 
£544,000, but on this the taxation 
charge is £422,000, so that we 
have left only £122,000 more to 
deal with. On the other hand, 
there is included in the charge 
£95,000 for Excess Profits Levy, 
a tax which has now 
repealed. 

The net profit. after taxation 
and after allowing for profit 
attributable to outside sharehold- 
ings, is £2,005,000. We are leav- 
ing £586,000 in the accounts of 
subsidiaries, which is £14,000 less 
than last year, and after £36,000 
added back for provisions no 
longer required, there is a balance 
of £1,455,000. 

We propose a final dividend of 
174 per cent on the Ordinary 
Shares, making a total of 274 per 
cent against 224 per cent last year. 
After allowing for the Preference 
and Interim Ordinary Dividends 
already paid, and adding in 
£409,000 brought forward from 
last year, we are left with 
£1,328,000 to allocate. 

Of this we have transferred 
£750,000, against £600,000 last 
ear, to General Reserve. We 
ave also transferred to General 
Reserve the £450,000 standing to 
the credit of Contingencies and 
Development Reserve. Your 
Directors consider that there is 
no longer any useful distinction 
between the two reserves and that 
a clearer picture is shown by their 
amalgamation. The total of the 
General Reserve therefore be- 
comes £4,800,000. We have in 
addition applied a further 
£250,000 in writing down Copy- 
rights and Goodwill to a round 
sum of £3 million. These very 
large allocations require a total of 
£1 million, leaving £328,000 to be 
carried forward. 

Finally, it is proposed to create 
2,400,000 “A” Ordinary Shares of 
10s. each, ranking with the exist- 
ing Ordinary Shares, but carrying 
no voting rights, and to issue 
them as a bonus of one share for 
every two Ordinary Shares held. 
This recommendation, for which 
we have received the consent of 
the Capital Issues Committee, will 
be the subject of an Extraordinary 
General Meeting following the 
Annual General Meeting. 

There are not many items in 
the Balance Sheet to which I need 
oa draw your attention. 

urrent Assets are £5,534,000 
against £4.871,000 last year. On 
the opposite side Current Liabili- 
ties are £1,100,000 against 
£912,000. This leaves a surplus 
of Current Assets over Current 
Lialibilities of £4,434,000, an in- 


crease during the year of 
£475,000. 
In the Consolidated Balance 


Sheet Current Assets are up by 


STATEMENT 


£1,345,000, while Liabilities are 
down by £164,000. 


Trading of the Year 

These satisfactory results have 
not been easily achieved. Pro- 
duction costs, despite economies 
wherever possible without loss of 
goodwill, have continued to rise. 
The relief which came from a 
decrease in the price of paper was 
completely swallowed up by in- 
creased printing charges. All 
other costs have advanced— 
wages and salaries have risen and 
we have had to pay more for 
editoria] material, engraving and 
carriage. 


Women’s Magazines 

Our women's magazines and 
periodicals have increased their 
readership. With their big sales, 
together with the high purchasing 
power which readers have for 
both personal and domestic 
spending, our publications have 
proved themselves better-than- 
ever value for the advertisers. 

Despite the constant growth of 
television and other counter- 
attractions a number of our 
periodicals reached all-time peak 
circulations during the year. In 
the last week of February 1954, 
we sold more than 10,600,000 
copies of our weekly publications, 
and in the same month the public 
bought over 2,650,000 copies of 
our monthly magazines. I am 
sure you will agree that these are 
remarkable figures. 

Our publications are 80 
numerous that I must omit men- 
tion of a large number of them 
in this review of the year’s opera- 
tions. Once again, Woman's 
Weekly has been in the limelight. 
During the 12 months it achieved 
the largest average weekly sale it 
has ever recorded—and this in 
the teeth of intense competition. 
Its continual expansion, with a 
weekly sale now over 1,825,000, 
has been one of the outstanding 
features of our Company. 

Among our monthly magazines, 
Woman and Home has once 
again reached a higher circula- 
tion 
900,000, it enjoys, as it has done 
for many years past, a sale far 
in excess of any other competitor 
in the same field. 

Woman's Journal, pre-eminent 
among quality magazines for 
women, has had an equally 
successful year. Sales have re- 
mained steady and advertisement 
revenue continues to increase, 


Periodicals for Children 
Turning to other spheres of our 
activities, our two weekly periodi- 
cals, School Friend for girls and 
Lion for boys, have maintained 
their early success and each keeps 
up a large circulation. Another 


With a figure of well over * 


paper for girls which has made 
steady headway is Girl's Crystal. 


I am happy to say that Popular 
Gardening is still going forward 
in a most satisfactory way. It has 
shown an impressive increase in 
income from advertisements, 
many extra pages having been 
carried during the year. 


Kelly's Directories Ltd. 

Kelly's Directories Ltd. and its 
subsidiaries have again had a 
most satisfactor ear. Group 
rofits, after all charges, have 
urther advanced from £1,295,000 
to £1,393,000 this year. After 
taxation and profit attributable 
to outside shareholdings, there is 
a balance of £668,000 compared 
with £623,000 last year. Of this 
sum £335,000 against £299,000 
has been retained in subsidiaries, 
leaving a net profit of £332,000. 
The dividend on the Ordinary 
Stock has been increased from 20 
per cent to 22} per cent, £175,000 
is again placed to Revenue 
Reserve, and the carry forward is 
slightly raised to £183,000. 


The Associated Wiffe Press Ltd. 

The year has been a most satis- 
factory one for the Associated 
lliffe Press whose 35 journals 
cover such a wide range of special 
subjects. 


A number of new circulation 
records have been set up. Particu- 
larly good figures have been 
achieved in the motoring and 
aviation fields where The Auto- 
car, The Motor Cycle and Flight 
have forged ahead. 

Farmer & Stock-Breeder has 
once more exceeded its previous 
highest total of advertising. For 
the whole Iliffe Group the year’s 
advertising revenue amounted to 
£3,500,000, an increase of 8 per 
cent. 


Future Prospects 

In regard to the current year 
I should not feel confident in 
making any exact predictions. In 
panics. the major part of our 
usiness, results have so far been 
not unsatisfactory, though pro- 
duction costs still tend to rise and 
may prevent us from enlarging 
our activities to the extent we 
would wish. Moreover, competi- 
tion will undoubtedly remain very 
keen. Taking all our operations 
together, and you appreciate how 
widely based they are, there 
seems no reason why next year's 
results should be less acceptable 
than those now before you 


Whatever the future may hold 
I am certain that the specialised 
knowledge, experience and skill 
of our staffs in all sections of our 
business will be equal to the 
changes and difficulties which are 
inevitable in the running of this 
vast Company. 
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@ PUBLIC RELATIONS —continued 


reception and film show for 200 
Bristol businessmen and their 
wives at the Grand Hotel. The 
visitors saw the story of Whit- 
bread’s famous Shire dray horses 
and the history of the firm 
through 10 reigns. Also on show 
was an exhibition of Whitbread’s 
advertising. 

Every year one of Britain's 
most famous coaches, the “Ked 
Rover,” which is now owned by 
Watney Combe Reid and Co., 
makes an annual pilgrimage 
along the old coaching road from 
London to Southampton. This 
year, to mark the Brighton cen- 
tenary, the coach took the 
Brighton road instead. It car- 
ried a message of greeting from 
the Lord Mayor of London to 
the Mayor of Brighton. The 


banks of the Thames 
Bridge took quite a ttering 
during the war. Now the brew- 
house has been entirely rebuilt 
and two new hop backs, two new 
coppers and an additional mash 
tun and grist case have been in- 
stalled with no stoppage of pro- 
duction. Recently members of 
the trade press and local news- 
papers in the Courage distribu- 
tion area were shown the new 
installations. The following day 
a similar party was given for 
notabilities in the trade, 

An international press party 
was staged at Youghal, County 


Cork, which has been selected as 
the principal location for the film 
“Moby Dick.” Guinness lent 150 
hogsheads to feature as casks for 
sperm oil. It is said that 149 of 
them were empty and that the 
150th was filled with Guinness 
(104 gallons of it)}—but nobody 
discovered the particular cask. 


* * * 


Bonney and David Lid.. the 
PR organisation, arranged a 
window display for London 
News Agency in Fleet Street. 
The result was a visit from the 

lice who said they were “invit- 
ing trouble.” In the window 
were displayed the valuable cups 
to be won during the four-day 
race meeting at Goodwood—the 
Stewards’ Cup (made 1833), the 
Goodwood Cup (1835) and the 
Chesterfield Cup (1806). But the 
law was satisfied when told the 
cups had been well insured during 
their short stay in Fleet Street. 


* * * 


“Is it worth it?” “Am I in 
arut?” “Where is all this lead- 
ing?” Any PR man who gets 
moods of despondency and asks 
one or all of these questions from 
time to time should turn to the 
current quarterly journal of the 
Institute of Public Relations and 
read the first paragraph of the 
leading article— 

“With the increasing com- 


es 

- 

. - ~ 
< 


~ BON VOYAGE «. 


O NE OF the latest posters issued by the Southern Region of British 
Railways, “Bon Voyage,” comes from the painter Terence Cuneo 
whose painting of the Coronation ceremony was recently presented 
to the Queen. The drawing of the 


Baynard Press, who were responsi 


fe agg 2 was by H. C. Porter of the 
le for the printing. The poster 


was produced by the Southern Region with the co-operation of the 
French Railways. Two days were spent by Cuneo at Calais Maritime 
in collecting references. 


plexity of modern life and the 
rapid extension of relationshi 

between the countries of the 
world, there is a greater need 
than ever for mutual understand- 
ing. This is true at international 
level, it is equally true at local 


level. Mutual understanding 
must be based on mutual respect, 
but this needs reliable and un- 
biased information to nourish it. 
It is here that public relations 
has such a vital part to play.” 
Feeling better now ? - 
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ABC figure up 


CIRCULATION NOW 2A 


“Probably the most spectacular increase among magazines 


is that of 208 and View” World’s Press News, July 23 
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THERES NOTHING IN EAST ANCLIA 


TO TOUCH THE 


EASTERN DAILY PRESS 


PUBLISHED IN NORWICH 


FOR 
NORFOLK AND NORTH SUFFOLK 


* (ABC JANUARY—JUNE, 1954) 


HEAD OFFICE: 57 LONDON ST., NORWICH | hone: 23231 
LONDON OFFICE: 151 FLEET ST., E.C.4 ‘Phone; CEN 2276 
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—and it’s exclusive to BIA! 


BIA offers you a unique mailing service of unrivalled accuracy. 

This new development is made possible by the co-operation 
of The Medical Directory publishers, J. & A. Churchi!l Ltd. 
They have agreed to give BIA exclusive rights to their 
Medical Directory Correction Service—a most valuable 
source of information on the constant changes in the medical 
profession. Addresses include up to date information on all 
changes of titles, qualifications and decorations. 

Terms for addressing and handling are most reasonable, 
but for organisations maintaining their own lists, BIA would 
be pleased to pass on the correction service on a 
subscription basis. 

HOSPITALS, DENTISTS and CHEMISTS can also be 
addressed by BIA’s fully mechanised Medical Division with 
the same unparalleled degree of accuracy. 


BIA also maintains a WORLD WIDE plated addressing service 
All BIA overseas medical lists are on plates, so that envelopes 
can be machine addressed at an amazing rate — cutting the 
servicing time by many days. On the spot agents send regular 
reports so that plates can be altered instantly, giving BIA the 
highest accuracy while their charges remain the lowest. 
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Write or telephone for 
full details to 


BRITISH and 
INTERNATIONAL 
ADDRESSING LIMITED 


BIA House, Dept. B, Chalton Street, 
London, N.W.1. Telephone: EUSton 5262 
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Direct Mail in Action 


y+! 


From top to bottom and in 


sequence are the drawings on the 
first, second and third shots in the 
“ Punch” 


Christmas 
campaign. 


present 


How Punch was put into 


a mailing campaign 


By R. E. WILLIAMS, 
Publicity Manager, Punch. 


pi wRect MAIL as practised 
by Punch is an inexact 
science, but in that it differs 
little from direct mail in this 
country as a whole. We en- 
deavour not to make the same 
mistake twice. We listen hope- 
fully at the feet of direct mail 
experts but, as yet, have 
learned little save by bitter 
(sometimes sweet) experience. 

Mailings from Punch over the 
last few -years have been 
remarked upon for their ubiquity, 
among other things, but they 
have been on a much smaller 
scale than before the war when a 
million at a time was the usual 
figure. 


Greater percentage now 


Looking through some of these 
pre-war mailings—which were 
for yearly subscriptions—one or 
two things are worth recalling. 
We were content with a lesser 
percentage return than we are 
now, and yet the cost per sub- 
scription is to-day considerably 
higher. The chief reason for 
this is the rise in postage from a 
ha'penny to three ha’pence. Sub- 
sidiary reasons include the 
staggering rise in the cost of 
paper, card and print. More- 
over, the postage rate is currently 
a crippling — on large-scale 
mailings. All this has led to a 
much deeper interest in the lists 
to be circularised in order that 
wastage may be cut down. 

The material we used 20 years 
ago bears a great similarity to 
that used to-day—not because we 
are behind the times now, but 
rather because Herbert Heather, 
who was responsible for Punch’s 
direct mail then, was well ahead 
of contemporary practice, 

His selling started with. the 
cover envelope on which was 
usually a drawing by a Punch 
artist on a theme that was con- 
tinued on the letter-head. The 
letters themselves were short and 
to the point, the point being that 
Punch would do you good, and 
if you acted on the letter at once, 
you would save money on the 
normal subscription rate. He 
took for granted that everyone 
knew exactly what Punch was. 


The letters in those days were 


4th 
dignified and without humour, 
except that ovided by the 
decorations. he ending: 


With Compliments, 

We are, Dear Sir, 

Yours faithfully, 

Bradbury, Agnew & Co. Lid. 
is a little different from a form 
we use to-day: 

Yours in good humour. 


The main mailing piece was a 
booklet called “Five Minutes 
with Punch” or “A peep into 
Punch.” It contained 16 pages of 
drawings that had appeared in 
the journal, together with a poem 
or two. This booklet had a 
tremendously long life, and even 
in 1954 people have written in for 
it and have given its correct title. 
One thing that seems strange to 
us to-day is that nowhere in the 
booklet is there any mention of 
the price of Punch or how it may 
be obtained ! 
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cember, 1953 


This bull’s-eyed target was at the 
top right of the third shot letter. 


Perhaps the most successful of 
Punch post-war mailings have 
been those designed to bring in 
Christmas gift subscriptions. The 
tradition of the short letter with 
a booklet as the main persuader 
has been followed, but the main 
change has been that the letters 
are written in the style of the 
journal. Indeed, a number of 
them have been written by top 
Punch contributors. 

The use of literary gentlemen 
to write the first draft of sales 
letters has much to commend it, 
providing the direct mail “ ex- 
pert” may then have his way 
with it. He can then set the 
literary pearls within the rules of 
sales letter-writing, so that the 
reader is interested in the first 
paragraph, then tell him about 

@ Continued on page 240 


promotion : 


help from the Direct 


its subject. 


Encyclopedia of Direct Mail 


To be published on August 26 
in association with B. T. Batsford 
in 20 years to cover the subject of direct mail selling and sales 


“HOW TO SELL SUCCESSFULLY BY DIRECT MAIL” 
has been written by J. W. W. Cassels, direct mail adv 
consultant, who for many years was advertising manager 
Moss Bros. & Co., Ltd., and before that of Charles H. Baber 
Ltd. He writes with the wisdom of more than 25 years’ practical 
experience in all aspects of direct mail, 

He has also drawn on the case history files of Apvertiser’s 
Week Ly and Business and in addition he has received invaluable 
Mail Associations of both Great Britain 
and America and also from many individual firms. 

The book is practical throughout and covers every of 
It also carries 27 case histories (many published 
for the first time anywhere) of successful campaigns ; more than 
100 illustrations of letters, mailing pieces, etc., and a complete 
classified directory to direct mail services and supplies—the 
only such directory available anywhere for this country. 


In her foreword, Kay M. Murphy, life director, phone 
Institute Ltd., past chairman, British Direct Mail ertising 
Association, writes : 

“ Mr. Cassels’ book . . . puts before us, in 1 and lucid 
fashion, the different phases of direct mail... he provides an 


admirable guide to the beginner and a stimulating refresher- 

course to the experienced user. British business can benefit 

by a greater, more effective use of direct mail advertising. 

Mr. Cassels shows us the way.” 

The book runs to over 370 pages, demy octavo, and costs 21s. 
The edition is limited. Please send inquiries and orders to 
Business Publications Ltd., 180 Fleet Street, London, E.CA. 


Business Publications Ltd., 
.» is the first British book 
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direct mail ‘shooting’, 

near misses are no good. 
You want to bring down 
whole customers —not just 
their tail feathers. There 
are many occasions when 
direct mail can do what no other 
form of publicity can attempt. But 
every shot must be well aimed, well timed, 
fully charged. Above all you must be quick on *2253= 
the draw . . . to-day’s sales news is to-morrow’s stale news. 


Gestetner is the perfect process for sales letter 
production. It is simple, fast, efficient, infallible. A 
Gestetner duplicator guarantees consistently excel- 
lent reproduction, whatever the length of run. 
The Gestetner process offers unlimited scope for 
attractive art-work and versatile presentation. 


Gestetner in your own office, makes you independent 
of all outside services. No corr P d ce, no tele- 
phoning, no misunderstandings, no delays. What 
you say goes— to the right people, at the right 
time, in the right way. 


Gestetner ensures a good reception for your letters. 
Faultless copies create favourable impressions. 


Gestetner duplicating is not only fast and efficient 
—it is economical. Whether your demands are 
continuous or occasional, for long runs or short, 


there is a Gestetner designed specifically to 
meet them, 


Gestetner versatility means useful employment 
between direct shots. And to the sales planner 
it can mean the difference between success and 
failure. With the Gestetner process at your disposal 
you can translate a snap decision into swift and 
effective action. 


Get busy, Get business 


Get 


GESTETNER LIMITED, ALDWYCH HOUSE, LONDON, W.C.2. 
HOLborn 8700 


Direct 

Mail in 

Action 
Mr. Punch ex 
presses rage in the 
third shot of a 
campaign. For their 
campaign of not 


less than three shots 
“Punch” gained a 
certificate in this 


year's Chadwick 
Cup contest spon- 
sored by the 


British Direct Mail 

Advertising Asso- 

ciation. Several 

other awards have 

been won in recent 
years. 


roduct, explain what it will 
what he has got 


the 
do for him an 
to do about it. 


will still have that something 

to lift it out of the ruck. — 

One of the difficulties of Christ- 
mas gift mailings is that they 
cannot be tested in the same year, 
as they are essentially cumulative 
and can only be sent out round- 
about that season. This means 
that lists can only be tested one 
year for use the next year, by 
which time a whole lot of factors 
may have altered the pulling 
power of the list. 


Three shots wanted 


We discovered (it may be for 
the thousandth time) that three 
shots were necessary to get the 


| maximum out of the Christmas 


market. Experimenting with post- 
ing dates and material made no 
difference, one or two shots did 
not get the proportionate yield of 
three. The first shot yields a 
very small return in actual sub- 
scriptions, but it is the softener. 

It invariably turns up a load 
of “ cuckoo” correspondence be- 
cause the British disinclination to 
write letters is overcome to a 
certain extent when a business 
reply envelope is provided by 
Punch. There are still a large 
number of people who, though 
quite normal if one may judge 


| from their headed writing paper 
| and their writing, regard an ad- 
| vertisement circular letter through 


their door with the same anger 
they would reserve for a stranger 
who broke into their occupied 
bathroom: “JI demand to know 
who gave you my name” ; “ How 
dare you address me”; “I am 
writing to my M.P. about your 
waste of good quality paper.” 

This last was caused by the 
person concerned getting a shot 
at two addresses. Their choler 
rises when it is found impossible 
to delete them from second and 
third shots! 

A letter goes with each of the 
three shots, and a single theme 
runs through them. One such 
= Punch gazing into a crystal 
an prognosticating on 
and despair for those who did 


not settle their gift problems 
early. In the third letter he 
smashed the crystal for mislead- 
ing him. Last year’s campaign 
had an archery theme, and our 
reference to the “gold” of the 
target as the “ bull” drew wrath- 
ful cries from toxophilites all 
over the country. They were 
pacified with the following: 
Dear Sir, 


Your shaft finds its mark. 
Bull should, of course, be gold, 
but sir, one so perceptive must 
see that in this kind of archery 
reaching the — with the 
arrow means taking the bull by 
the horns, and one so kind as 
to point out the error must be 
kind enough to give “ Punch” 
to another. Here is another 
order form in answer to your 
unspoken request. 

Yours sincerely, 


_ With this theme business there 
is a danger that the reader may 
get too intrigued with the theme 
and not enough with the sale to 
be made, and for that reason 
straightforward copy always re- 
peats the proposition on the little 
order form folder that invariably 
accompanies our letter. 

The letterhead, letter and signa- 
ture are reproduced by Rotaprint. 
This is economical, the signature 
is — natural, the body of the 
letter, though looking a little less 
like typewriting than Multigraph- 
ing, keep an even colour all 
over, whereas Multigraphing if 
badly operated, is often uneven 
in colour on long runs. 

With each shot Dong a business 
reply envelope an j 
up using white ones on the 
grounds that they are not distinc- 
tive in the little bunch of bills and 
unanswered letters that may be 
found on the sideboard in the 


In the cheaper ranges of 
envelopes the football pools use 
all the eee ooemm, so we 
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““T’ll run them 
on the | 
‘MULTIGRAPH’ 
DUPLICATOR’’ 


The Model 250 ‘Multigraph’ Duplicator reproduces 
from 3,000 to 6,000 perfect copies of circular letters an 
hour 


This is only one way in which ‘Multigraph’ Duplicators 
ean help your business, for the ‘Multigraph’ Duplicator is 
ene  mathenking prewe wot Se 
and saving the costly time of clerical staff for more 
productive work. 

Our nearest representative would be glad to make a 
study of the savings he could show in your business and 
to send you a report, without cost or obligation, 


ADDRESSOGRAPH-MULTIGRAPH LIMITED #.N 


DEPT. I/l, MAYLANDS AVENUE, HEMEL HEMPSTEAD, HERTS. W, 


Send for free literature on “ Addressograph”, “ Multigraph” and “ Multilith” machines. 
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PERE SE: 


ADVERTISER'S WEEKLY 


we don’t 


say we’re 
the cat’s 


whiskers 


That sort of claim gets you 
nowhere. What we do say is that as a direct mail 
agency we have roots but no grass underfoot. And in 
case we've ever given you the impression we're a 
high falutin crowd that think of nothing less than 
ten-shot campaigns in six colours, let’s say this: At 
CL we lavish as much care and attention on the 
straightforward facsimile letter, list-building, address- 
ing and mailing jobs es we do on those campaigns 
which bear our creative thumbprint, In fact our 
departments for handling this kind of work have been 
expanded to give a better than ever service. So if you’ ve 
any mailing jobs on hand we'd like to hear of them. 


About those roots — they go back 
to 1901. Our latest FACTS AND FIG- 
URES shows how we’ve moved with 
the times. It’s yours for the asking. 


CL 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


Alexander House Shaftesbury Avenue .WC2 Temple Bar 264: 
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Direct Mail in Action 


How an unusual sales 
letter won a tankard 


The Kirkland 
Mail Advertising 


Bridge Silver Tankard offered by the British Direct 
Association for the most original direct mail 


letter went this year to Austin Reed Léd. In this article, 
H. DENNETT, head of Advertising and Customer Relations at 
Pe ee 


T IS easier to exercise 
originality in a campaign 
that has of itself some novel 
feature than it is in selling 
some dull mass market pro- 


| duct. This is probably true 


despite demonstrations in the 

pe that even banking may 
publicised with something 

approaching joie de vivre! 


The sales letter that won the 
1953-4 Kirkland Bridge Silver 
Tankard had the advantage of 
a | a part of a decidedly 
unusual type of selling campaign. 

Over the years Austin Reeds 
have given particular attention 
to direct mail operations, and 
have never hesitated to adopt an 
unorthodox copy slant even in 
their approach to the’ public at 
large. But the campaign which 
included the prize-winning letter 
was addressed exclusively to sales 
managers (or their counterparts) 
in manufacturing and wholesale 
organisations. 


It was this fact that allowed 
a freer rein to the imagination 
than would have been possible 
had the general list of retail 
customers been addressed. 


The purpose of the whole cam- 
paign is to promote the use of 
Austin Reed industrial gift 
vouchers as prizes in sales con- 
tests. The scheme does not con- 
sist merely in_ selling gift 
vouchers but includes a compre- 


hensive liaison with the advertis- 
ing department of Austin Reeds. 
A whole range of promotion 
literature is available to help a 
sales manager in the conduct of 
his sales contest. 


The task of the mailing shots 
is to get the attention and interest 
of the right man in the firm of 
manufacturers or wholesalers. 
Sales managers and their kindred 
excutives are more than norm- 
ally hard-boiled in their reaction 
to advertising literature, and 
something out of the ordinary is 
needed to provide an initial bite. 


The first shots in the campaign 
were sales letters, conventional 
in form, although perhaps some- 
what unusual in their wording. 
They were chatty and intimate in 
their approach and carried such 
headlines as “A hidden oppor- 
tunity,” “Another way of doing 
it,” or even “Sales distillate.” 


A six-page well-printed folder 
“Plan for a sales contest” was 
the king-pin of the initial cam- 
paign, and the whole purpose of 
early sales letters was to obtain 
requests for this folder. 


It is a fixed policy not to 
mail the “Plan” folder cold. 
A short series of half-pages in 
a business magazine was also 
used to secure further inquiries 
for the folder, and so feed the 
special mailing list with new 
names. 


@ Continued on page 243 


_ The prize-winning salesman of the light group of Philips Electrical 


Lid., 's his selection of clothes at Austin Reeds. 
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Direct Mail in Action 


© HOW THE TANKARD WAS WON —continued 


As was gained in 
the co of the campaign it 
became evident that it -was a 
long-term undertaking to con- 
clude an arrangement to co- 
operate with a firm in an — 
ant sales contest. It was, there- 
fore, felt that something out of 
the ordinary was needed to make 
an initial contact with the right 
official in a likely company. It 
might be the sales manager, the 
managing director, or even the 
company secretary who had the 
decisive voice in sanctioning a 
sales contest. Moreover, 
larger firms were still more diffi- 
cult to contact in that they had 
sometimes up to half a dozen 
separate sales managers working 
on semi-independent products. 


Stimulating the ideas 


For many years we have k 
a folder marked “Stunts” in 
which every unusual mailing 
i that has come our way is 
led. A perusal of this folder 
seldom fai to stimulate ideas. 
This is certainly not to say that 
we ever copied the ideas of 
somebody else, but the very sight 
of a couple of dozen unorth 
mailing pieces spread out on the 
almost automatically set 
the grey cells working, and some- 
thing unorthodox, and entirely 
different, generally came out the 


other end. 
The unusual mailing shot 
should not simply be 


needed 
grotesque, such as a letter printed 
upside down on the heading or a 
literally “circular” letter with the 
text appearing in a circle on the 
sheet. Either of these devices 
would be too transparent, and 
there would be no universal urge 
to read the wording. 
There must be a definite link 
between the stunt presentation 
and the actual text of the 


letter. 

From these considerations 
came the idea of using a sheet 
of “continuation” paper only in- 
stead of the normal letter-head- 
ing of the firm. Our “Continua- 
tion” sheets have the name of 
the firm neatly die-stamped at 
the top, also the words “Continu- 
ation No. ™”™ so there would be 
no difficulty in the recipient's 


identifying the origin of the 
communication when the en- 
velope was opened. 


Where was the page? 


The text of the letter was 
deliberately phrased to start with 
a broken sentence, and s0 
strengthen the first impression 
that there should be a first page 
somewhere, but that it had inad- 
vertently been omitted. Here is 
the complete letter : 

and something new or unusual 

will always appeal to the keen 

salesman and give zest to a 

sales contest. 

This is the justification for 
the use of a mild stunt in any 
promotion work—and it 

is our justification now for 


the’ 


sending you a letter which 
seemingly has no beginning, 
though the end is happily in 
sight! 

After four years’ work in 
co-operating with many firms 
in their sales contests we have 
learned quite a lot about the 
job. All this experience has 
been condensed into a six-pa 
folder which we have just pub- 
lished: 

“Plan for a Sales Contest.” 

It is full of stimulating ideas 
and a copy is yours without 
obligation, if you will kindly 
initial and return this letter to 
us at Red Lion Square, Lon- 
don, W.C.1, 

Yours faithfully 
H. Dennett. 


Advertising and 

Customer Relations. 

Few people, whether the sales 
manager himself or his secretary, 
could resist reading the continua- 
tion sheet to find out what it was 


all about. In amy case a secre- 
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tary opening the mail would 
almost certainly bring such a 


oy letter to the attention of | 
boss. 


In point of 


have 
some ring us up and ask what 
had happened to the first page. 
Our reply was a cryptic “Read 
on, please! 
But the final test of a sales 
letter, particularly of a stunt 


letter, is not “Did it make people | 


talk?” or even “Did it win the 
B.D.M.A.A. award?” but rather 
“Did it WORK?” 

Well, this one did. 

A gratifying number of these 
letters came back duly initialled, 
asking for a of the “Plan” 
folder round which the entire 
campaign was built. 

Once a bite was secured in this 
way, follow-ups of a more con- 
ventional character were used. It 
is a mistake to “stunt” all the 


DO YOU 
CONVERT 
PAPER 
IN YOUR 
OFFICE ? 


With this machine 
it’s a short step from 
plain paper to some letter- 
heads, a few ruled forms, 10,000 
invoices, 50 typewritten reports, 
6,000 circulars or a supply of 
coloured brochures. 


It's better to have more plain paper in your office 
which cannot date, than stocks of printed matter which 
might become so much scrap overnight. Yet you 
cannot afford to run out of supplies, The answer to 
this problem is Rotaprint, a machine which will 
convert plain paper at a moment's notice into 
stationery items, sales literature, ruled forms, or the 
hundred and one other items of print used in the 
average office. The convenience of this system is 
outstanding. Reprints can be run off at will, and the 
plates for hundreds of different jobs can be stored 
within the limits of a small office filing cabinet. 
Duplicating work can go on the machine on paper plates 
straight from the typewriter to produce hundreds of 
perfect facsimile copies, complete with printed heading 
if needed. Yet, within minutes, the Rotaprint can start 
turning out thousands of colourful sales brochures. 
Rotaprint is so versatile—it meets your needs. 
Rotaprint takes up little room, is simple to o 

and produces work of really first-rate quality. It is 
certainly worthy of your further investigation from the 
point of view of economy and convenience. As a first 
step, send in the Enquiry Form below for details of the 
models available, and some typical examples of work. 
No obligation whatsoever, and no salesman will call 
without invitation. 


>» Honeypot Lane, 

London, 4.W.9 

‘ole Fare Tel : COL. 8822 
(12 fines) 


CEN@'UIRY FORM 


8888 OOD ss 


Please send, without obligation, prinsed specimens and full details of 
Rotaprint 


NAME 


Pin this Enquiry Form to your letterheading and post to 


i 
| 
| 
| 
| 
| 

DEPARTMENT ed i ; 
ROTAPRINT LTD. HONEYPOT LANE, LONDON, N.Ws 
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ADVERTISER'S WEEKLY 


one 


then... 


that’s why... 


WE DON’T SELL LISTS 


(often) 


tell us what you want to sell 
give us details of existing methods of distribution 
brief us on price structure 
and competition 
send us any existing literature you may have 

let us know what press 

advertising (if any) has 

been or is being carried out 


we, in co-operation with you, will define 
your market and together plan Direct Mail 
intelligently with a definite objective. 


we are ‘' Britain's fastest-growing Direct Mail 
Agency."’ - May we help YOU build business? 


SIMMONDS POSTAL PUBLICITY LTD 


82/84 PECKHAM RYE, LONDON, S.E.15 
(Tel.: New Cross 0331) 


Illustrated Monthly 
for Africans in 
French West and 
Equatorial Africa has 
now reached a cir- 
culation exceeding 
20,000 per month, 


Copies and rates on request. 


Overseas Publicity & 
Service Agency Ltd., 


29, Oxford Street, W.1. 
GERrard 0737 


~ 


| 
| 
| 


GIANT ENLARGEMENTS 
up to 80 sq. ft. in one piece 


[ee hues Co. Led., 


7 


Est. 1908 Phone: Hol. 8641/2 


ALERT 


Circularising Co. Ltd. 


87/93 LAMBS CONDUIT ST., W.C.1 
Directors : 
P. Millward, F. Halls 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper Selling. 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 
MODERN PUBLICITY SERVICE 


28 PRIESTS BRIDGE, 
UPPER RICHMOND ROAD, S.W.14 


PROspect 8097. DAYGLO PRINTERS 
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Direct Mail in Action 


How to put the dealer 
clearly in the picture 


The introduction of “ Shell with LC.A.” was greatly facilitated by 
the direct mail campaign which Shell-Mex and B.P. Ltd. carried 


out to dealers. 


In this article G. V. NYE, Publicity Manager, 


describes the operation and emphasises the importance of main- 
taining accurate lists of addresses. 


Ty Num PRESS, poster or 
cinema advertising, in 

which the message is broadcast 
| simultaneously to a _ large 


| number of people, only some 


of whom will be potential 


| customers, direct mail can be 
| aimed precisely at 


definite 
prospects. In practice, how- 
ever, it is quite difficult to 
make sure that the shot is 
aimed precisely and to do so 
involves a good deal of work. 
Once the initial investment is 
made in a good list of live 
prospects, however, the job of 
keeping it up to date is com- 
paratively easy. 


Means of communication 


Every firm has some sort of 
list of its customers and if this 
exists on addressing plates and is 
classified into types of customer 
direct mail can an extremely 
useful medium, not only for ad- 
vertising, but also as a quick 
means of communication with 
dealers. The introduction of 
“Shell with LC.A.” provides a 
good example of the use of direct 
mail as a means of putting the 
dealer in the picture in a way 
possible through no _ other 
medium. 

A letter with a leaflet giving 
the dealer the answers to the 
questions his customers might 
ask was posted to some 20,000 
dealers at the same time as a 
press conference was held. The 
result was that every dealer 
was fully informed at the same 

as the first news and 
advertisement appeared in the 
press. 

For many reasons it would, of 
course, be better if the dealer was 
informed before the public but 
for security reasons this was not 


Brownlow Rd. 
Ealing 269! 


possible on this occasion. A few 


| days later the dealer was sent 


another envelope containing ad- 
vertising matter, such as window 
bills and pump stickers. All this 
material could have been sent at 
once, but to avoid the risk of it 
being displayed before the new 
petrol was in the pump, it was 


| not, 


This is an example of how 
direct mail can be used both to 
advertise to the dealer and to 
supply him with material with 
which to advertise himself. 


To sell lubricating oil most 


large companies provide their 


dealers with literature for the 
operation of what is called a 
“recorded lubrication service.” 


Regular reminders 

This involves presenting the 
motorist with a record of what 
has been done to his car and at 
regular intervals, a reminder to 
bring in his car for servicing. In 
the case of both Shell and B.P. 
lubrication service the reminders 
take the form otf post-cards 
which can be addressed either by 
the lubrication bay operator first 
thing every morning (when his 
hands are still clean) or in the 
office. By doing it every day the 
dealer avoids clerical work piling 
and ensures himself a regular 
flow of customers. 

To widen the circle of his 
customers, however, the dealer 
needs to reach new prospects. In 
some cases he needs to give his 
existing customers a _ special 
reminder in the spring and 
autumn. For this purpose effec- 
tive use has been made of 
“personalised print” supplied by 

hadwick-Latz Ltd. 

To make sure that two 


not send the same 

same prospect, the dealer is 

offered a choice of two letters. 

This type of direct mail adver- 
tising has been used to sell Shell 
specialised lubrication for several 
years and shows no sign so far 
of losing its effectiveness. 


Trouble worth while 


Like all direct mail advertising 
its efficiency depends primarily 
on a good list of addresses and it 
is not always easy to persuade 
dealers to take the necessary time 
and trouble to get a really good 
list. It is not possible to get 
official lists of car owners in this 
country. In the United States, 
on the other hand, one direct 
mail firm in Detroit has the 
address of every American 
motorist arranged on a geo- 
graphical basis so that a dealer 
merely has to order the mailing 
shots arranged by the particular 
oil company whose products he 
sells. This American direct mail 
firm started to build up its lists 
from official sources many years 
ago and has since constantly 
made additions and corrections. 
To-day its lists are so complete 
and so large that no competitor 

@ Continued on page 245 
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Direct Mail in Action 


© DEALER IN THE PICTURE —continued 
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YOUR QUESTIONS 
ANSWERED 
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A three-fold leaflet was issued by Shell-Mex and B.P. Ltd., and 


mailed to dealers. 
ask about the additive. 


This gave answers to the questions customers ‘might 
Shown here is the partially opened inside 


of the leaflet. 


starting now is likely to be able 
to catch up with them. 

Looking to the future it seems 
likely that, guided by the car 
manufacturers and the oil com- 
panies, both of whom want to 
help their dealers to be as success- 


¢ PUTTING PUNCH 


ful as possible, garages will 
become more efficient in the use 
they make of advertising. This in 
turn will lead to better lists and a 
more intelligent and effective use 
of direct mail, properly co- 


ordinated with other media. 


IN THE POST—con:. 


the week, even if by mistake ! 

However, we do not depend on 
such fortuity for success, but on : 
® Attention: to detail. 


®@ Plenty of white space on 
the letterhead. 


© Short paragraphs. 
® Above all, a letter that is 
from one person to 
another and will bear 
reading aloud. 

The letter, order form folder 
and cover envelope x. have a 
cheerful would 
brighten up a 4 7 repl 
envelope, as well, only the PM MG 
insists on his own grim design. 

In deciding the mailing list, the 
main thing we consider is that the 
people addressed are likely to be 
in the habit of spending 30s. on 
a gift. Such a list running into 
six figures is not there for the 
asking, and is compiled from a 
dozen sources, most of which 
have an overlap. This means a 
wearisome excision of duplicates 
that is costly and rarely complete. 
One gentleman received five each 
of the first and second shot and 
when he complained, it was too 
late to delete the third. Luckily 
he treated it more as one of 
Punch's little jokes. 

The main Punch direct mail 
activity at present is that of 


acquainting a great number of 
people of the changes made in 
the journal since Malcolm Mug- 
geridge took over and encourag- 


MR. WW UPWYTH - MERTH 


The front cover of the most suc- 
cessful post-war booklet sent out 
by “ Punch.” 


ing them to take it through their 
newsagent. To do the job 
thoroughly, area by area, we have 
to use those hardy standbys the 
voters’ lists and the telephone 
directories, for although we have 
searched through agency 
ge from which you can 
buy lists of plumbers, yacht 
owners and snake charmers, no- 
where have we seen a list of 
“People with a sense of 
humour ” ! 
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The Journal 
with the 


SUSTAINED 


Top-Level 
appeal 


The Journal of Top Management in Industry 


HERE ARE THE FACTS— 


56%, of its ce eeeien ore 
British Industry and Com- 
merce 

sy 35% | - A and Partners in Brite 
ish enterprises of all sizes and 
importance 

= 91°, TOP EXECUTIVE COVER 


96% 


monthly sold copies of Busmngss go to regular paid-in- 
advance subscribers—important people in Industry 
and Commerce who rely on BUSINESS to keep them ahead- 
of-the-times and who study it consistently. 


and of the 12,850 (A.B.C.) 


BusINEss affords a coverage of the highest-level 
executives more thorough and consistent than 
that offered by any of its contemporaries. Its 
readers are the men who test, study, compare, 
recommend and BUY for Industry and Com- 
merce everything which British Enterprise 
requires. 


If this is your market, make Business the spear- 
head of your next Sales Campaign. 


You reach the people who BUY, in 


BUSINESS PUBLICATIONS LTD., 
180 FLEET ST., LONDON, E.CA, TEL. CHANCERY 8844 
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p Overseas display for 
British Travel and 

| Holidays Association 

| designed by H. Mattey. 
Printed on heavy board 
cut to shape and made 

| to fold flat for despatch 
ata dimension of 28” x 30” 


Displays and 
Screen Printing 


HANWELL, LONDON, W.7. 


a group of nine 


influential newspapers 


A.B.C. NET SALES 


Mechanical World 


ANDO ENCINEERINC RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read engineering 
journal, blished monthly, is an 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card... 


EMMOTT & CO. LTD., 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
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| Test of poster power in 


The “ strip ” type of 
and attracted a 
missed while the 


NOTABLE poster cam- 
paign has been running 
in the Paris Métro, sponsored 


_ by Ripolin the paint manufac- 
| turers. Two 


very different 
types of posters, running con- 
currently, were employed. 
The two posters belonged to 
diametrically opposed schools of 
thought. One, depicting a painter 
with the roll brush and large 
“SPRED” belonged to the 
“make it short, sharp and con- 


FRANCE 


cise” school while the second 
belonged to the school that main- 
tains that the public can be 
attracted even by a wordy poster 


if there is something interesting 
to say. 


The latter poster was of the 
“strip” type and five of them 
(all telling a different story) were 
arranged side by side. The stories 
were not pictorially obvious and 
the captions had to be read for 
full comprehension. 


The colours for the large poster 
were orange background, black 
“SPRED,” light yellow paint, 
and the painter in white. The 
colours for the “strip” poster 
were a collection of pastel shades 
corresponding to the colours in 
which the paint can be bought, 
and making the type easily 
legible. 


A correspondent reports on the 
public reaction to both types of 


white. 


French underground 


has lately appeared in the Paris Métro 


posters in these terms : 

During the course of just 
over one hour, 84 people read 
carefully at least three stri 
before their train arrived, 35 
people had time to read be- 
tween one and two, 28 people 
wandered over to see what it 
was all about, but did not 
really read it (various factors 
—train arrival, talking to com- 
panions, not inter ), and 11 
people read the whole thing 
from beginning to end—two of 
them allowing a train to come 


of the “strip,” I 

there can be very little differ- 
ence as far as legibility and 
impression go on the y 
and the people travelling in the 
Métro, but, of course, the 


~eowrrrrrrrrrrrrere,* 
vwrreeeeerererrrrrrrrre 


Production up 
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illustration of the large 

would attract more attention. 

The correspondent points out 
that the posters were used exclu- 
sively on the Métro, where the 
public is forced to spend some 
time waiting about, and, further- 
more, they were used only on 
station platforms. 


Left: The large poster was coloured orange, black, light yellow, and 

The mass of “strip” posters which were coloured in 

pastel shades corresponding to the colours in which the paint is 
available. 


Right: 
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Ad. Man’s Bookshelf 


| 


Directory of U.K. products | 
for Canadian market 


" [)UaiING the past year, 
sales of British products 
in Canada have shown a 
significant and encouraging 
increase. Some part of this 
growth is unquestionably 
attributable to the Cabma 
Register.” * In his foreword to 
the second edition, the chair- 
man of the Doliar-Sterling 
Trade Council, James S. Dun- 
can, pays this tribute to the 
value of this register—first 
published in July, 1953, to meet 
a demand long felt by Cana- 
dian companies concerned with 
U.K.-Canadian trade. 


British products available 


A careful study of user re- 
actions to the first edition has led 
to certain improvements in the 
presentation of the 1954-55 edi- 
tion—both in the arrangement of 
the various sections and in the 
quality of paper used. The 
“ Buyers’ guide” once again 

ovides an alphabetical list o 

ritish products available to the 
Canadian market, with their 
suppliers given under each head- 
ing. There are more than 3,750 
headings, and 1,300  cross- 
references. This section is now 
followed by the French-English 


* Cabma Register 1954-55 of British 
Products and anadian tors. 
Published jeintly by Kelly’s Directories 
Ltd. and UWiffe & Sons, Ltd., for the 
Canadi iation of British 


y 


A 


glare. 
Mazda lamps stay 


me trade. 


glossary, which gives the French 
pe in alphabetical order, 
of all the British product head- 
ings appearing in the guide. 

An alphabetical directory of 
British manufacturers and dis- 
tributors gives details of the 4,500 
British firms which are classified 
by products in the guide. These 
details include their distribution 
arrangements in Canada, involv- 
ing more than 2,750 Canadian 
companies; and some of these 
Canadian companies give further 
details in the Canadian distribu- 
tors’ announcements which fol- 
low. Advertisements, in which 
British and Canadian companies 
amplify the information given in 
their listings, have been included 
in these two sections, thus saving 
cross - reference to a separate 
advertisement section. Finally, 


the buyer is enabled to identify — 


products and | : 
supply from their proprietary 
names and trade-marks. 


Standard reference work 


The six sections of the register 
are divided for easy reference by 
index cards, with reinforced tabs 
and containing instructions in 
English and French. 


their sources of | 


This new, improved edition of | 


the Cabma Register will be the 


Canadian buyer's standard work | 


of reference, enabling him to 
locate without delay the sources 
of supply for British goods, and 
so making a significant contribu- 
tion to t 


WINDOW display in Central London for B.T.H. uses primary 
colours and animated lighting to keep a“ sparkle” even under sun 
Research, ag ony manufacture and service— No wonder 
righter longer” is the theme of the display. At 


intervals a flash of a travels down a track of Mazda sign lamps 
fi 


terminating in an or 
holder or 


inary household lamp which lights up without 


apparent w . Cut-out 
of Mazda lamps. The dis 
‘Sovtes Lod 


vital U.K.-Canadian | 


There can be no 
PLANNING 


without the NIN 
which stands for 


INATIONAL [NlewsaceNT 


the most influential trade journal for retail and wholesale 
distribution of newspapers, periodicals, magazines, books, 
stationery, tobacco goods, etc. 


: “s 4B 
Rreestareet eres eee epe om. SE 
149, FLEET STREST,. €.C.4 Soe 

Tel.: CiTy 2604 (5 lines) 
@ BY FAR THE LARGEST NET SALES IN THE TRADE @ 


EXHIBITIONS 
DISPLAYS 


SILK SCREEN 
PRINTING 


AND 


PERSPEX 
FABRICATION 


MERCURY 
DISPLAYS 


. 

. 

. 

° 

. 
LIMITED * 
WORKS & ADMINISTRATION e 
eer 
HEAD OFFICE e 
- 


171, NEW BOND STREET 


» WA 
Tele : GROSVENOR 871! 


GO AHEAD 


with that Direct Mail 
Campaign to the Paper 
Making and Allied 
Trades: you'll find 
all the latest British 
and Foreign lists in 
the 1954 “ Paper 
Makers’ and Mer- 
chants’ Directory 
of All Nations.” 
35/- post free. 
(Overeas) 40/- from 


BUSINESS PUBLICATIONS LTD. 
180 Fleet Street, London, E.C.4 


b snoWCARDs 4 


CARDS STREAy 
aust [Rs my 


OSTER 
. 10 ANY ty 


| ~ 


Ce teal a 
SILK SCREEN ARTS Li? 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 3147-8 


HIGHEST GRADE 
CLEAN » SHARP 
RATT SMANSH 


PELDY SERVICE 
S EXPRESS £ 
DELIVERY 


WE WANT 
AN 
AGENT 


with any clients whose products 
or services appeal to the water 
engineer, sewage engineer, or 
municipal engineer to let us have 
Opportunity of proving that 
“THE WATER & SANITARY 
HARROW ENGINEER” 
BILLPOSTING is sabontabte oo ont a 
medium. ntact ve - 
COMPANY ment M r at 32 Finsbury 


, EC, phone 
MONarch 154i 


JuLy 29, 1954 247 ADVERTISER'S WEEKLY a 
a S| 
a 
ai 
fr 
pl o 
_ = = es 
het; « 
po a 
ee | a a 
pe b 
ae ei 
po ", 
i —————E—————OOOeeXn—Xn—Xa—X—a—a—a; 
ee ; 
J 
facturers and Agencies, 42s. La 
: | : % ; Q ‘ 
4 / 43 
PPO ai) , ' 
wees f Bi. 
li ¢@ * oi) _— i 
) ay a : ‘ 4 i - ay 
» 3 TY ay 
it F 7 ANUF ' “y iz Ma - og 
Lo a a’ | 
ohio, — s a a i 
Me metoe MIAO soaps toy tage bony bi. 
mone oe ze 
a) S| an a 
Bh ok : ~~ - : ; ii - e } oir 
ees ” Lihs ‘ ee ee ty at 
“r io a big all " ¥ gaa “a ‘ : | ee at 
a 
| _ 
hades carry @ variety Sm 
by Window Dressing a : 
gi he 
vi a 
oh: ia 
sas 
es 
4 a. ‘ : he ; | % a al a Sopa att a _ Sanaa ae “2 / BS le : ill ye (See % : “o ; 
| Oy ee ae aie Pee | ae esc es a, a Jn ae cee a cae —~ 


¥ 
‘ ‘ 
‘ 
x 
. 
‘ 
x 
; 


Ys anaes 


; ee hae 


ADVERTISER'S WEEKLY 


Claude Lintott--and top-hat 


ONE OF THE OLD 
TOP-HAT BOYS 


One OF the genuine old top-hat 
brigade of advertising men 
donned his top-hat again last Thurs- 
day for a very different purpose. He 
is Claude Lintott (of 8. Presbury & 
Co., Ltd.), and his presence at the 
Palace was due to the fact that for 
many years he has been a com- 
mittee member of one of the oldest 
charitable bodies in the country, the 
London Philanthropic Society, of 
which Her Majesty is patron 
The accompanying picture of 
Mr. Lintott was taken at the 
Time-Life building at the suggestion 
of his friend, Denis Courtney 
y, European promotion man- 
ager of Time-Life International. 


Both men are members of the 
Public Schools Club. 

Mr. Lintott has been in advertis- 
ing since 1907. He started as a 
clerk with the old firm of Hooper & 
Batty in Walbrook, became a direc- 
tor and remained a director when 
it was taken over by the oldest of 
all agencies, R. F. White's, in 1930. 
He retired through illness in 1939, 
but re-entered advertising with 
Presbury’s four years ago. 


+ * * 


BREAD of the sweets firm of 
George W. Horner and Co. Lid., 
Kenneth Horner celebrated his 29th 
birthday at the Savoy Hotel last 
week, But his birthday was not the 
main reason for the party. He had 
just become the 10,000th member of 
the Institute of Directors. The or- 
anisation staged the party and gave 

im a gold meda! 

It was in 1946 that he inherited 
his father’s company-——it makes Boy 
Blue toffees and Dainty Dinah 
boiled sweets. Since then output 
has trebled. 

r. Horner is particularly in- 
terested in the export market, and 
does three overseas trips a year. 
The company has just ecarned a 
million dollars for the country since 
the war. Mr. Horner's agents are 
Stowe and Bowden Ltd He 
whetted my curiosity by telling me 
that he will be trying out a revolu- 
tionary advertising idea in the North 
American market shortly. 


The pularity of 


before. 


months. 


don't 


STILL FORGING AHEAD! 


the HOME COUNTIES 
NEWSPAPERS GROUP is well demonstrated by 
the latest A.B.C. net sales figures. 


During the last six months we have carried more 
advertising—locally and 


The Group consists of eleven live LOCAL weekly 
newspapers, covering approximately |,000 square 
miles of Beds, Herts, and Bucks, and has carried 
many successful test campaigns in the past few 


When piecing your autumn and winter campaigns, 
| to include the 


Hone Cournes Newspapers Grove 


A.B.C. NET SALES JAN - JUNE 


132,860 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4, Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


A Bigger SALES FORCE 
FOR YOUR NEXT CAMPAIGN 


nationally—than ever 


FILMING THE 
ALPINE RALLY 


"THE WEATHER on this year's 
Alpine Rally was the worst ever 
encountered by Stanley Schofield, 
roprictor of Stanley Schofield 
Productions, who claim to be the 
largest producers of 16 mm. films 
in the country 


Mr. Schoficld’s task was to keep 
ahead of the Rally, in order to film 
the arrival of the cars at the various 
points. Several times the course 
was altered owing to passes being 
snowed up—in particular the Stilvio 
pass, which caused major alterations 
in the route. It was, he tells me, 
impossible to know at night where 
the Rally would be next day, and 
filming thus entailed continual 
improvisation. The Rajly was 
covered by him on behalf of the 
Rootes Organisation, whose Sun- 
beam Alpine, driven by Stirling 
Moss, won the Gold e. Four 
days after the end of t Rally, 


extracts from the film were twice 
broadcast in the BBC Television 
newsreel. 


IN THE ROUGH 


Over rough ground during the 

Alpine Rally, Stanley Schofield takes 

the pictures while his colleague 
Peter Whale drives. 


Character in 


the face 


@DN SATURDAY evening television 
will show another edition of “Let's 
Make Faces”, starring Jacques 
Peary. This programme, which is 
concerned 
with the read- 
ing of charac- 
ter from peo- 
ple’s faces, is 
devised 
by Allan 


, W. 
S. Crawford's 
film, radio 
and television 
executive. He 
tells me that 
this time the 
programme 
will introduce 


name is well known, though his 
face isn't. Mr. Blomfield has been 
with Crawford’s some seven or 
eight years. His connection with 
television, as a free lance, goes back 
to the old “Ally Pally” days. 


Guiding their 
interests 


THe accompanying picture shows 
the remodelled front cover of 
The Guide, which, like The Ranger 
and The Guider, is published by 
The Girl Guides Association. The 
cover-change is the outward and 
visible sign of a new spirit personi- 
fied in the able and energetic Mrs. 
G. M. Place, who, in May, became 
the Association's general editor. 

The Guide movement, with its 

scores of activities, for many of 
which badges are awarded, takes in 
most of the interests of the average 
healthy girl, and Mrs. Place believes 
it offers opportunities which adver- 
tisers are not exploiting as fully as 
they could. 
_ All the advertisements in these 
journals are read right through by 
these youngsters just as eagerly as 
are the news pages, she says, and it 
is always a good thing if the copy 
is given a Guiding “ angle.” 

Some advertisers cut down their 
advertising in the summer months— 
mistakenly, Mrs. Place is convinced, 
because it is precisely during the 
Summer camping holidays that the 
girls have the best opportunity of 
discussing with each other all that 


they read in the Association's 
publications. 
* * * 


F isu is not normally associated 
with glamour. But it was ae | 
when Sam Heppner, of Mather 

Crowther, agents for the White Fish 
Authority, used his radio and tele- 
vision background to get the good- 
looking Lady Boyle to attend a 
luncheon given by the industry at 
Lowestoft. The Fishing News 
reported this fact the other day 
under the heading “What a face 
can do for fish!” Lady Boyle's 
face was reproduced three times, but 
I looked im vair for Mr. Heppner’s! 


CONTACT 
WEEK'S WISECRACK 


~~ 


“He is asking Hopalong 
Cassidy to address the 
Club on branding.” 
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rI.P.A. 


readership survey shows that 


6, 766. 000 people read 
the DAILY HERALD in any given day 


in every 100 MEN in Great Britain 


read the DAILY HERALD every day 


in every 100 WOMEN in Great Britain 


read the DAILY HERALD every day 


in every 100 HOUSEWIVES in Great 
Britain read the DAILY HERALD every day 


2.136.000 young people (16-34) in 


Great Britain read the DAILY HERALDevery day 


“Anerror was inadvertently made in our advertisement 


last week. The correct figure is as stated here. 


£. H. HULL, ADVERTISEMENT DIRECTOR, ACRE HOUSE, LONG ACRE, LONDON, W.C.2 
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Publications News and Notes 


New Uganda daily 


next year 


The East African Standard Group 
of Newspapers, who claim to be the 
largest printers and publishers in 
Kenya and Tanganyika, will launch 
a new daily newspaper in Uganda 
on January |, next year 

It will be called the Uganda Argus 
and will be distributed by the chain 
of agents who already handle the 
penn other publications. The 
mitial print order is expected to be 
6,000. Advertisement rates will be 
fs. pec s.c. in., £50 a full page and 
pro rata. 

Modern letterpress printing equip- 
ment and a rotary press are being 
installed at Kampala from where 
the new newspaper will be pub- 
lished. 

+ ” * 


Owing to pressure of space in the 
October issue a Special autumn 
fashions number of Vanity Fair is 
to be published on September 14 
oro wpaces have been booked in 
both the national and provincial 
press to publicise this and the 
normal October issue. 


* * * 

The ~~ pant eran number of The 
Times paent will be 
jos Aw mg on Friday, August 6, 
price 6d 

+ * * 

This week's Municipal Journal 

features a 27-page illustrated survey 


of Manchester's post-war planning 
and redevelopment programme. 


SALES NETTED win; PYTRAM 


Three-dimensional shoe display 
Shoes in Pytram Rubber Com- 
pound with Laminated Paper base 
The production mould for the 
shoes is cast direct from the actual 
shoes and every detail is faithfully 
reproduced. 


Send to-day for your copy of the 


Pytram folder on ddvertising 
models. 


PYTRAM LIMITED 


Mather & Crowther Ltd. have 
pro oduced a brochure for the Daily 

patch which surveys the news- 
paper's readership. It states it has 
820,000 readers daily, of whom more 
than 600,000 read no other morning 
paper. 

” * 


The county magazine Middlesex 
rterly is to extend its scope to 
e¢ L.C.C, area. Commencing with 

a September issue, it will be in 
creased in size from 24 to 28 pages 
and will be renamed Middlesex 

iy & London County Review 


* * * 


A heavy publicity drive using 
national and provincial newspapers 
will be used for the August issue of 
Reader's Digest. 


* * * 


A 58-page August issue of Family 
Doctor has 15 pages of advertise- 
ments. 


Billingsgate survey 


The current issue of Fish Trades 
Gazette includes a 36-page editorial 
survey of Billingsgate. It is heavily 
supported by advertisements. 


* * * 


British Vogue Export Book has 
published a special consumer edi- 
tion for Australia, which has been 
sent to the account customers of 
five of the leading stores in Aus- 
tralia. The main editorial contents 
are directed at the home dressmaker, 
featuring Vogue patterns made up 
in British fabrics available in 
Australia. There are 73 pages of 


advertisements, M4 in colour, 


Lite 
TR 


for “ live ’’ publicity 


DUNBAR ROAD, NEW MALDEN, SURREY, Telephone : Maiden 3225/7 


This issue of Master Detective, to 

be published on August 7 by the 

Argus Press, is the second to carry 
a four-colour front cover. 


* * * 


The News Chronicle is extending 
its Lobby Lud scheme. Over 60 
resorts will be covered this year 
and five, instead of two, Lobby Luds 
will be operating. Thirty thousand 
posters will be used to publicise the 
scheme. 

* * ” 


D. A. Goodall Ltd. have been 
appointed advertisement representa- 
tives in Great Britain for World 
Tennis, published in New York by 
Gardnar Mulloy. 


‘John ‘Bull’ two 


page colour ad 


The first two-page colour 
advertisement ever to appear 
in “John Bull” is in this week's 
issue (dated July 31). Taken 
by the De La Rue company to 
advertise their “Formica” 
laminated plastic, the space 
comprises one in full 
colour with the f page in 
two colours, 


Sales Appeal 2\st birthday num- 
ber has a laminated cover designed 
by Stan Krol 


* * * 


Three special Commercial Motor 
Show numbers of the Commercial 
Motor will be published on Septem- 
ber 17, 24 and October | 


* * * 


The Glasgow Jewish Echo arc to 
increase their advertisement rates 
from August 1, by 2s. 6d. to 10s 
per s.c. in. for all spaces. 


+ * * 


Prizes of £50, £25 and £15, plus 
seven consolation awards are to be 
given by Amateur Photographer 
(Associated lliffe Press) for the best 
photograph of an _ engineering 
model. The competition is being 
Organised to coincide with “The 
Model Engineer” Exhibition at the 
New Horticultural Hall, from 
August 18-28, 1954 


+ * * 


Monday's Financial Times in 
cluded a S6page separate supple- 
ment on Japan. Almost every edi- 
torial page was faced with adver- 
tisements. 


Jury 29, 1954 


We Hear 


A shortage of cotton workers in 
Lancashire is stimulating a renewed 
burst of advertising by employers 
who are seeking new recruits by 
using displayed spaces. 

a * 

Litter-bins carrying advertise- 
ments are to be erected at Nant- 
wich. 

* * + 


Dartmoor commoners have pro- 
tested to their national park com 
mittee about a mobile advertise- 
ment for cigarettes being seen in 
the park. 

- * os 


A smalli-space windpgw display 
card has been introduced by Copy 
dex Ltd., the adhesive manu na 
turers. it is being distributed to 
more than 10,000 dealers through- 
out Great Britain. 


Tea will be later 


Tea-time talks of the British 
Direct Mail Advertising Association 
are to be held at a later hour next 
season to enable more young mem- 
bers to attend. 


* * * 

Mills & Rockleys Lid., offices in 
Northampton and Kettering, will 
service the towns previously covered 
from Wellingborough, where thei: 
branch office has been closed 

* - * 

Digby . Wills Lid. organised a 
press party for the opening of 
offices in London of the German 
> fata Business Machines Co. 

Lid. 

* 7 * 


A film is to be made of this year's 
Festival of Music and Drama at 
Edinburgh and the town council is 
to give £1,000 towards the cost. The 
film will be shown throughout 
Britain and overseas. 

oa * * 

Goldberg Advertising (Australia) 
Pty. Ltd., have opened new offices 
at 188 George Street, Sydney. 


How to help experts 


The British Standards Institution 
has formed a small export panel 
consisting of leading industrialists 
who are actively engaged in the 
markets of the world, to advise the 
Institution on how best it can assist 
export trade. 

* * * 

Remington Rand have produced 
a red and yellow crowner for oats 
Remington 60 shaver. 

” * 

The Pharmaceutical Society of 
Great Britain has become a member 
of the General Advertising Advisory 
Committee to the BBC and will 
be represented by F. W. Adams. 
secretary and registrar of the 
Society 


* * 


Annual! dinner of the Incorporated 
Sales Managers’ Association will be 
held at Claridge’s on Thursday. 
October 7. The following day the 
Association's annual one-day con- 
ference will be held in London. Ii 
will be an Anglo-American session 
attended by several American sales 
executives. 


* * * 


A novelty promotion piece for 
Time in the form of a cardboard 
clock is being sent to prospective 
advertisers by D. Courtney Embley, 
European promotion manager. 
Answers to questions about the 
magazine are shown when the 
minute hand of the clock is turned. 
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Jury 29, 1954 


Nylon laces are 
‘first to last’ 


A lar e-scale campaign for 
branded shoe-laces has been opened 
by Kiwi, who are marketing an all- 


nylon lace. Copyline is “The first 
to last.” Agents are Masius & 
Fergusson Ltd. 


The lace has been given some 
spectacular sales tests. At the 
1953 Ideal Home Exhibition a 
motor-cycle was suspended from a 
single lace to demonstrate the 
strength of the lace. 

Three packaging items have been 
designed by the agents: the indivi- 
dual pack, a sell-out container for 
small dealers, and a counter display 
to hold four sell-out containers. 

Press advertising this month will 
appear in the Daily Mail, Daily 
Herald, Evening News, Evening 
Standard, the Star, and the News 
Chronicle. Early results of the cam- 
paign for such a small and not- 
usually advertised product are re- 
ported as “encouraging.” 


ACCOUNTS MOVING 
Singer Motors .. . 


S. D. Toon & Heath Ltd., of Birm- 


. . . and McMullen 


The account of McMullen & Sons 
Lid., brewers, is to be handled 
from August 1 by Stuart Adver- 
tising Agency Ltd. 


Pop in Newcastle 


Pop, a new mineral drink in nine 
in Newcastle by Vaux Breweries 


Agents handling the launching 
are Erwin Wasey Ltd., who state 
that the drink will not be adver- 
— nationally unless the demand 
justifies country-wide distribution. 

Half-pages in the local press will 
be used throughout the initial cam- 
paign. Showcards have been sent 
to stockists, who are also supplying 
free wire carriers with each order 
of three or more bottles. 


Large spaces for 
Dura-glit 


Dura-glit Ltd. are launching a 


large-scale autumn campaign start- | 


ing with a half-page in the Daily 
Express on August 5. The cam- 
paign will be continued in large 
spaces in the national dailies and 
Sundays, and in women's maga 
zines and the trade press. Agents 
are S. C. Peacock Ltd, 


ve . . 

Cigar firms’ link-up 

Service Advertising Ltd. are to 
handle the advertising for cigar dis- 
tributors J. R. Freeman & Sons Ltd. 
and Cope/Lloyd Ltd. This follows 
the recent amalgamation of the sales 
Organisations of the two firms with 
the Gallaher Lid.’s sales depart- 
ment Service Advertising Ltd. 
already have the Gallaher Ltd. 
account. 


Bibbys announce their second—and 
cheaper—cooking fat 


Trade press 
are teenahienh a new cooking fat, 


advertisements have announced that J. Bibby & Sons Lid. 
Creamtex. It will retail at is. per half- 


pound -2d. cheaper than Bibby’s say Rogge my Trex cooking fat. 


Agents for Trex, C. Vernon & Sons 
A spokesman from the agency said that they 
ns for further advertising of the new product. 


Creamtex in the we 
could not reveal any 


placed the advertisements for 


J. Bibby & Sons Ltd. recently announced a new margarine, Rex. The 
advertising for this product is being handled by Colman, Prentis & 


Varley Ltd. 


At the 


International Holiday 
Poster Exhibition in Durban, 
South Africa, the Hastings poster 
gained first place in those entries 
from Great Britain, and third among 
those from the whole world. There 
were, altogether, 2,000 entries. The 
poster was desi ed for ang ony 
borough of astings , H. 
Benson Ltd., and the nia ed pte 
ing was produced by Bruce Angrave. 


BIF SUCCESS 


Autumn campaign for Florence 
Oil Heaters opens in September. 
Spaces averaging 8 in. doubles have 
been booked for the national dailies 
and Sundays, and in the trade press. 
Point-of-sale material is being pre- 
pared. and direct mail shots 
planned. Agents for the account 
are V. Pethick Ltd. 

At this year’s BIF more Flor- 
ence oil heaters were sold in the 
first day than during the whole 
fortnight at any previous show, 
states an announcement in the trade 
press 


Seelastik drive 


Out-door advertising—posters on 
London buses and in underground 
trains—forms part of the campaign 
due to break shortly for Seclastik. 
manufactured by Expandite Lid. 
Agents are E. Allan-Cooper & Co. 
Ltd. The campaign will be confined 
at first to the London area, but will 
spread when national distribution 
is achieved 

Spaces have been booked in 
London weeklies, and int-of-sale 
material has been distributed. 


New vitamin pills 


Eleven vitamins are reported to 
be contained in Plenamins, new 
vitamin capsules to be marketed by 
the Rexall Drug Co. Lid. An 
“unprecedented” press campai 
for the product is reported . 
agents MeCann- Ltd., who 
have booked spaces in the national 
dailies, weeklies and magazines and 
the leading provincial papers. 


Forte three 


T. B. Browne Lid. are handling 
a campaign in selected national 
papers for Charles: Forte's restau- 
rants——the Café Royal, the Criterion 
and the Monico. Spaces taken so 
~ are an 8 in. d.c. on the front 

of the Financial Times on 

Suly 14, a 4 in. dc. on the front 

page of the Evening Standard on 

uly 17, and July 23's half-page in 
The Times. 


sraeeeaene 7 
eee oe tere) Oe at REED ORE peer OD 
A _ i 


Latest poster for Remington 
Rand typewriters, This will appear 
in the London area and in some pro- 
vincial towns in September, in the 
30 in. x 20 in. size. Agents for 
Remington are G. Street & Co., Ltd, 


Tobacco van-posters 


A van-poster comeny yt God- 
frey Phillips’ . garetic 
tobaceo is to be leumbed: th the 
outer-London suburbs during next 
month. During September, cover- 
age will be extended to the whole of 

reater London and to some parts 
of the Home Counties. The cam 
- al is ae handled by T. B. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


McMULLEN & SONS LTD. 
brewers, for Stuart Advertising 
Lid. from August | 


J. R. FREEMAN & SONS LTD. 
and Cope/Liloyd Lid. for Service 
Advertising Lid. from August 1 


STEEL NAIL ASSOCIATION 
(trade and technical press adver- 
— for Longleys & Hoffman 
Ad 


SINGER MOTOR CO. for S. D 
Toon & Heath Lid. National, 
provincial and trade press adver- 
tising being planned 


B.M.C, PUBLICATIONS for W. H. 
Smith & Son Lid. Press, display 


and film advertising being 
planned 
SOUTHALL’S (BIRMINGHAM) 


LTD., for Colman, Prentis & 
Varley Ltd. with effect from 
July 1. 


Campaigns 
FLORENCE OIL HEATERS, using 
national dailies and weeklies, and 
trade press, display and direct 
mail for autumn campaign. (V 
Pethick Lid.) 


SEELASTIK (Expandite Léd.), 
using London weeklies, pointof- 
sale and outdoor advertising. 
(BE. Allan-Cooper & Co. Lid.) 


POP (Vaux Breweries Lid.) using 
local press, etc. for Newcastle 
launching. (Erwin, Wasey & Co. 
Ltd.) 


FORTE RESTAURANTS, using 
selected national dailies. (T. B. 
Browne Lid.) 


KIWI NYLON SHOE LACES, 
using national dailies and London 
evenings for launching. (Masius 
& Fergusson Lid.) 


GODFREY PHILLIPS TOBAC oo. 
using van-posters. (T. 
Lawrence Ltd.) 


DURA-GLIT POLISHES, as 
national dailies, Sundays 
women's magazines for autumn 
campaign. (S. C. Peacock Lid.) 


PYREX GLASSWARE, using 
colour spaces in women's maga- 
zines, (Stuart Advertising Lid.) 


CREAMTEX, using trade press to 
announce new product. Cc, 
Vernon & Sons Lid.) 


DUNCAN CANNED PRODUCTS, 
using national and trade press. 
display and films for first adver- 
tising campaign. (Napper, Stinton. 
Woolley Lid.) 

PLENAMINS (Rexall Drug Co., 
Led.) using national, leading pro- 
vincial and trade press and maga- 
zines for launching campaign. 
(McCann-Erickson Ltd.) 


Maswas HOUSE INSTANT 
COFFEE, using London evenings 
and area ‘weeklies for London and 
Home Counties launching 
(Young & Rubicam Lid.) 


ROBERTSON’S MARMALADE, 
using national dailies and weeklies 
and provincial press. (Willings 
Press Service Lid.) 
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London 
Research into 
membership 
is planned 


A new office of “membership 
research” was included in the 
appointments recently announced 
by the Publicity Club of London 

Miss Sylvia Weinberg. the club's 
first woman chairman and a director 
of Armstrong Warden Lid., has 
stated that the club's records were 
destroyed during the war. “As a 
result, all we know officially about 
our pre-war members is their names. 
Even in our post-war membership, 
we have no record of changes which 
may have taken place in a member's 
status since he joined. 

“Junior executives may have 
become managing directors, agency 
men may have moved to the press 
side of the business, and so on. 
With our great growth in recent 
ears, | now feel that we should 
now more about ourselves. 

“More detailed knowledge of the 
extent to which we represent the 
many facets of the advertising busi- 
ness, and of the status of our mem- 
bers, will help us to serve their 
interests better.” 

lain W. Lyon, who is in charge of 
media planning at W. 8. Crawford 
td., and who is one of the new 
council members elected last month, 
will be responsible for the analysis. 


Manchester 
Luncheon average 
breaks record 


Attendance at the closing 
luncheon of the Manchester Pub- 
licity Association's season brought 
the average number of members and 
vesis attending each of the ten 
uncheons in the series to 137. This 
is a record for the Association. 

The council have congratulated 
W. McMillan, advertisement director 
of the Manchester Guardian and 
Evenings News Ltd., who has been 
responsible for arranging the 
luncheon speakers. Among those 
whom he has persuaded to address 
the Association are Randolph 
Churchill, Douglas Bader and 
Col, M. J, Buckmaster. 

Speaker of the closing luncheon 
was Alistair Cooke, the American 
journalist and broadcaster. He 
described the modern public rela- 
tions officer as “a very contem- 
orary and a very dashing thing.” 
le told how a certain well-known 
public relations expert had managed 
to increase the sales of tea in 
America by 22 per cent in the past 
two years, 


Birmingham 


Monthly meetings 


continued 

Birmingham Publicity Association 
are to continue to hold their 
monthly luncheon on the third 
uesday of each month, even 
though attendances will fall due to 
holidays. At the July luncheon the 
speaker was Arthur Woodley, super- 
intendent of the Midland Area of 
the British Transport Police. He 
outlined to the members the diffi- 
culties and the successes of the 
Railway police forces in the pre- 
vention and detection of P=, 

The next luncheon will be held 
on August 17 at the Imperial Hotel. 


= 


CLUB NEWS... 


First ‘jaunt 
to haunt ; 


First of man aunts to haunts” 
planned by Charles Hayward and 
the social committee of the Regent 
Advertising Club will take place on 
Friday, August 6. Members will go 
by coach to the Prospect of Whitby, 
and then on to watch the Ceremony 
a Keys at the Tower of London, 

na 
Regent club and the Society of In- 
dustrial Artists last Thursday heard 
a lecture by Gordon Begg, of the 
LC.1L.,, on the power of film ms to put 
over ideas. 


Fleet Street 
Column Club 


Holiday closing 


Fleet Street Column Club will be 


closed from Monday, August 2 for 
two weeks for staff holidays and 
re-decoration, reopening Monday, 


August 16. 

ll facilities have been offered to 
all members during this period by 
the Press Club. 


Golf 
Press Society 


Members of the Press Golfing 
Society com d for prizes given 
by this year’s captain, Reginald S. 

inder, at Wentworth. Winner of 
division one, in a Stableford com- 
petition, was J. Musgrave Wood— 
Emmwood the cartoonist—with a 
score of 39} points. 

Success in division two went to 
Arthur Christiansen, editor of the 
Daily Express, the Society's presi- 
dent-elect, who scored 30} points. 
Other morning prize winners were 
P. Brownrigg and W. H. Page 

In the afternoon's te ‘com- 
petition over the Burma Road 
course, the leading pairs were: 1. 
E. Douglas Caird and Joe mw, 
the snooker champion, and 2. D. 
Johnson (Amalgamated Press) id 
P. Brownri 

Among those who turned out was 
Sir Harry Brittain, the Society's 
past president. 


NAGS 


To-morrow (Friday) the News- 
aper and Advertisers’ Golfing 
siety will meet the Plastics Indus- 
try G.S, in a match at Sunningdale. 


‘Daily Herald’ 


readership 


Quoting the LIPA Readership 
Survey, an advertisement placed by 
the Daily Herald last week gave the 
figure for young readers (16-34) of 
that paper as 4,057,000. It should 
have been 2,138,000 


Diploma exam 


H. J. Ramsden, of Forest Hill, 
S.E.23, not only obtained a_ good 
passin Division “C" of the Adver- 
tisin, Association examinations, 
whic 

passed in Division “D,” 


division he headed, Fy also 
i thus gain- 


th the Be mip 
ehrji obtained a good pass 
in Division A. 
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| charge, one line plus 9d. covering posta 


ience of over 50 from the | 


, 1954 


CLASSIFIED ADVERTISEMENTS 


| RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per 


APPOINTMENTS WANTED, 3s. per line, 


display panel 
panel inch. Au omer 


35s. per display 
classifications, 4s. per line, 45s. per Coplay pens ca. Maken. 3 lines. Box No. 


Series rates application : all 
advertisements under seven insertions MUST. on PREPAID. A Address “* Advertiser's 


Weekly,” 


180 Fleet Street, London, E.C.A. 


CHAacery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: ** 


The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
unless he 


or she, or the employment, 
Notification 


is excented from the provisions of the 
Vacancies Order 1952."" . 


CLIFFORD MARTIN LTD. 


have a vacancy for an 


ASSISTANT 


in their Media Dept. Good all- 
round knowledge essential. 
Ability to type an advantage. 
Details of age, experience and 
salary required to 


Personnel Manager, 
Piccadilly House, 
33, Regent Street, $.W.1. 


ADVERTISING 
MANAGER 
required 
by large national advertiser. Applicants 
must have knowledge of press, outdoor 
advertising and administration. Candi- 
date should be preferably 40 years of 
age or over and must have wide ex- 
perience. Salary in the £2,000/£3,000 
range according to qualifications. Appli- 
cations, giving details of experience, age, 


d and q i which will 
be treated in confidence, should be 
made to : 

Box 8114 


Advertiser's Weekly 180 Fleet St EC4 


EXHIBITION & DISPLAY REPRE- 
SENTATIVE. A_ well-known firm 
offers good prospects to experienced 
man, able to establish and maintain 
contact with client, brief designer 
and sell the final scheme. Genuine 
desire to give good service of more 


value than high-pressure technique. 


Write fully, please, to 
Box 8238 Ad. Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT required 
for Fleet Street Agency National 
Service completed Write, 
age and salary required, to 
Box 8253 Ad. Weekly 180 Pieet St BC4 


stating | 


THE ENGLISH ELECTRIC COM. 
PANY, LTD., requires Young Man, 
capable of preparing rough layouts 
for technical sales literature and 
negotiating its production through al! 


stages. Apply, giving full particulars 
of age, experience and _ salary 
expected, to Assistant a 
Manager, The English Co., 


Ltd., Foregate Street oo Staf- 
ford, quoting Ref. 1285A. 


SENIOR ARTIST, with good all-round 
experience, for studio. Write, | ata 
full details and salary require 
Box 8252 Ad. Weekly 180 Fleet St BC4 


WANTED 


Senior Account 
Executives 
with experience 
of handling 
big national 
accounts 


Please send full details to:— 
MANAGING DIRECTOR 


MATHER & CROWTHER LTD., 
BRETTENHAM HOUSE, LONDON, W.C.2 


LP.A. 
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being spoon-fed. 
men 


state salary r 


TOP - GRADE 
PRODUCTION MAN WANTED 


As well as having an all-round knowledge of production he 
must be experienced in casting-off type and buying print. 


He will concentrate on a selected group of clients and will be 
directly responsible to the managing director. i 
expected to see work through all stages, to completion, wi 


For the right man this is a rare opportunity for rapid advance- 
t. 


Applications, which should clearly describe Agency experience 
uired, will be treated with strict confidence, 
and should be addressed to :— 


The Managing Director, 
RENSON ADVERTISING LTD., 


Registered Practitioners in Advertising, 
16 Albemarle Street, London, W.1. 


Applications by telephone will not be considered, 


He will be 


PUBLICITY ASSISTANT required by 
Kelvin & Hughes, Ltd., for their 
Industrial Division, capable of prepar- 
ing sales literature dealing with boiler 
house and other industrial instrumenta- 
tion. Previous experience in preparing 
industrial publicity would be an 
advantage, but is not essential for an 
applicant whose background a 
adaptability would allow him to acquire 
the necessary aptitudes within a short 
probationary period. The initial salary 
would be commensurate with experi- 
ence. The appointment is pensionable 


| 
: 
| 


and offers scope to the right man, who | 


would be based at Leyton. Applica- 
tions should be made in writing in the 
first instance, in the strictest confi- 
dence, stating details of experience, 
age and salary required, to Per- 
Manager, Kelvin & Hughes, 
td, 
Essex 


*JOHN BULL” has vacancy for 

Artist able to prepare originals for 
reproduction and to assist with 
general layout of pages. Should have 
ali-round experience, including ability 
to do a small amount of finished 
lettering Please apply in writing to 
the Editor of “JOHN BULL,” 189 
High Holborn, W.C.1 


RETOUCHING ARTIST REQUIRED, 


fully experienced in figure retouching in © 


colour for reproduction Hampstead 


area 
Box 8271 Ad. Weekly 180 Fleet St BC4 


New North Road, Barkingside, - 


A LONDON Industrial Mail Order 
Company require Catalogue Produc- 
tion man. Large monthly circulation 
Must be knowledgeable on industrial 
merchandise, fully experienced in 
typography, layout, copy writing, etc 

rite, stating age, experience and 
salary required, together with specimen 
of work (which will be returned), to 
Box 8254 Ad. Weekly 180 Pleet St PC4 


ASSISTANT ACCOUNT 
EXECUTIVE 


required for Publicity Departement of 
a large Midlands manufacturing firm. 
Age 24/30. Able to assist in handling 
General Publicity, Advertising, Dis- 
plays, etc., associated with domestic 
equipment but need not be a finished 
artist. Muse reside in Midlands. 


Write to 
Box 8262 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT TO ADVERTISING MAN- 
AGER required by large company 
manulacturing constructional 
ery Essential requirements include a 
knowledge of Technical Advertising 
and a Creative ability with Copywrit- 
ing. Write, giving details of experience 
and salary required. Do not send 
specimens 


Box 8268 Ad. Weekly 180 Fleet St BC4 


DISPLAY & POINT 
OF 
SALE SALESMEN 


One of che leading producers of Dis- 
play and Point of Sale Advertising 
covering all fields has vacancies in 
London and the provinces for TOP 
FLIGHT ACCOUNT EXECUTIVES. 
The Provincial men should be prepared 
to travel within the area north of 
Northampton. Knowledge of trade 
considerable advantage but outstanding 
sales ability and no knowledge not 
unconsidered. Generous ‘* prepara- 


tion’ period on good salary, then 
salary, ¢ and P ona 
generous basis. £1,500 pa. easily 


within the reach of an average man. 
Car provided for provincial repre- 
sentative. Car considered for London 
based man. THIS 1S EXPANSION 
in one of the richest fields of selling 
to-day. 


Box 8233 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG 
COPYWRITER 
for leading London 
Publishing House 


A splendid opportunity for a 
young man with a sound adver- 
tising approach and the ability 
to present facts with punch and 
imagination on a wide Variety of 
well-known pericdicals in press 
advertisements, folders and other 
sales promotion material. Exist- 
ing holiday arrangements will be 
met. Write in full confidence 
Stating age, experience and salary 
required to 


Box Wo. 8119, 
Advertiser's Weekly 180 Fieet St EC4 


machin- | 


ADVERTISER'S WEEKLY 


ARMSTRONG-WARDEN 


WANT 


2 FIRST-CLASS 


VISUALISERS 


The men we want must have 
had experience of national 
campaigns. We are looking 

. for visualisers whose work has 
a definite ‘eye appeal’ and 
shows clearly that its function 
is to sell the product. Appli- 
cants should also be prepared 
to do their share of the more 
routine type of designing, be 
capable of producing finished 
layouts of a high standard and 
have an appreciation of typo- 
graphy. Arrangements can be 
made regarding holidays, if 
necessary. 


Write giving details of experience 
and salary required to 


THE MANAGING DIRECTOR, 
ARMSTRONG-WARDEN LTD, 69, NEW OXPORD STREET, LONDON, W.C.1 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ERT CLASSIFIED ADVERTISEMENTS 


+ | APPOINTMENTS VACANT 
. | PRODUCTION a Vacant : ** The engagement of persons answering these advertisements must COPY WRITER 
>) ade through « Local Office of the Ministry of Labour or a Scheduled Employment 

ASSISTANT Seer Mecieent man sed id nas roman ode mc REQUIRED 


Notification of Vacancies Order 1952." | x i 
Immediate opportunity for # you are young (22-28) with some 


; i 
young, enthusiastic man in space experience of writing copy for 


we 
> 


catalogues, retailers’ leaflets, sales 


production team in small London - : 
| Agency. Must have had pre- AGENCY STUDIO VACANCY letters, dealers’ advertisements 
vious agency experience, and be —all in a straightforward, selling 


a able to mark up type layouts, style . . if to this experience you 
| | beds edeptecions, order Artist with good all round knowledge of studio oe oo Sie © Sapere 
locks and undertake general — | | ment routine and an enthusiasm 
ney ragye routine. We do not : : : Sai ; for the job in hand . . then there 
racti outs, finish ee 
a M typographer, but 3) P ce required for visualising, lay uls, ed may be a post with a future for 
man with an appreciation : ‘ou in the high-pressure advertis- 
artwor wing. | ¥ oP 
balance in layout, able to adapt rtwork and some figure drawing. Should be Se Sel 6 eabiit oe 
advertisemen w e mini- | . . ; ; ional 
mum of effort, Write, giving able to take charge of small studio in London panting, Dyrestonty Snowe 
4 - housewares Company. 
full details of age, experience | . : P 
and salary required to agency handling trade, technical and national Write, stating salary’ required to 
§ Box No. 7872, 
¢ coed ge | accounts. c/o Charles Barker & Sons Ltd., 
: Advertiser's Weekly 160 Fleet St EC4 : 31 Budge Row, London, E.C4. 
eS “i I Write Managing Director, 
oruese ~ ey with crgauve | MANCHESTER. A manufacturing 
ability require y expanding uth | organisation employing approxi- 
Yorkshire agency. Necessary capabili- Box 8232 mately 1,000 is seeking to appoint 
ties : (a) to - on Ly rs ‘ a suitable person as a Pub- 
present sma studio —_ sta’ (b) 80 C4 hieit Officer His duties will 
originate layouts for press ads., and Advertiser's Weekly ' Fleet St E inchde creative sctivities in connec. 
M designs for all classes of print ; tion with the production of suitable 
cee (c) produce own quota of high sales literature, leaflets and cata- 
is quality finished art ; (d) provide lead logues, general press relations and 
; on style and quality of presentation. | PRODUCTION ASSISTANT (male or | SECRETARY SHORTHAND TyPisT the editing of a quarterly House 
7, Pirst-class conditions, good team, female) for Pharmaceutical House required Must have had experience Journal. Remuneration will com- 
& pension scheme available Wide Must live in Kingston of surrounding in publishing or advertising, be mence at £800 p.a. This appoint- 
= jw — of aqgeuae with accent on area. General production experience, | efficient, have initiative and able t ment offers good prospects to a young, 
ay technical rite, giving details of | block orderin invoice checking, cope with correspondence, records ambitious man with the right “Dene 
%G age and oe to date, enclosing costing, etc rite, giving full details and general office routine. This is an ence, initiative and outlook. ite 
proof specimens (which will be re- and salary required, to Box W937, interesting and progressive job for « in confidence, giving details of 7. 
* turned) and seses salary to Haddon's, Salisbury Square, Pleet reliable and willing worker Juniors experience and background, to 
A Hox 8243 Ad. Weekly 180 Fleet St BC4 Street, E.C.4 need not apply Secretary, ‘ 
Box 8241 Ad Weekly 180 Fleet St EC4 | Box 8195 Ad. Weekly 180 Fleet St BC4 


| B.0.A.C. REQUIRES 
ADVERTISING EXECUTIVE 
FOR NORTH AMERICA 


ment in New York. Candidates should have wide TRAFFIG MAN 


YOUNG & RUBICAM 


require a 


Applications are invited for an important appoint 


practical and administrative experience of press, 


be ta poster, display and printed advertising Agency ‘ A 
: é experience desirable but not essential. Age between | experienced in hand | ing 
WO and 40 


The successful applicant will be required to plan 
and direct BOAC advertising in the United States 
and Canada within the broad framework of BOAC 
advertising policy. He will be required to make his 
headquarters in New York and must be free to trave 
within North America at all times. A salary within 
the range of $7,200 and $9,540 per annum will be | 


large national accounts 


Write or phone: Traffic Manager, 
Young & Rubicam Ltd., 


paid according to qualifications. Periodic U.K. leave 
will be given and the post is pensionable. 


Applications, giving full details of age, experience, 

| etc., should be addressed to the Chief Personne’ | Roxburghe House, 

Officer, British Overseas Airways Corporation, 285 Regent Street w.i 
' . ‘ 


Airways House, Brentford, Middlesex. to arrive 
not later than Thursday, August 12. | 


Tel. HYDe Park 6757 


BRITISH OVERSEAS AIRWAYS CORPORATION 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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I CLASSIFIED ADVERTISEMENTS | 


_ The London Press Exchange 
Ltd. 


require a 


MANAGER 


| preferably but not essentially 
with experience in Advertising, 
to take charge of their 


STATISTICAL 
Department 


There are good prospects for 
the right person who will be 
expected to direct and control 
a staff of up to 20 girls working 
ona variety of regular and ad hoc 
jobs of calculating and charting. 
He (or she) will also be expected 
to act as liaison with the 
| executives who draw on the 
services provided by the 
department. 


qualifications and experience, 
stating salary, to Personnel 
Manager, L.P.E. (€.).S.), 
St. Martin’s Lane, W.C.2. 


Write giving full details of 
110 
| 


AN OPPORTUNITY in the Advertising 

Department of Vye & Son Ltd., The 
Young 
man with personality and education. 
Primary art training and a flair for 
retail food selling and dis- 
versatile 
approach to the work, which includes 
posters, 
showcards and all types of promo- 


Kentish Grocers, Ramsgate. 


publicity, 
play He 


will need a 


the practical production 


tion material. 


DESIGNER DRAUGHTSMAN to assist 


works manager in display and signs 


organisation of 
metal 
required 

Regent Street 


FREE INTEREST. We 
Advertising Salesman 
journal 
interest free. 


Knowledge 


need 


Box 7880 Ad. Weekly 180 Fleet St BC4 


OPPORTUNITY for young man 
known Bilockmakers. Apply 
interview, Averys Services, 8 

Place, High Holborn, W.C.2. 


sheet 
wort and simple mechanisms 
ef & Goodman, 93/7 


an 
for export 
The right man will got an 


as 
assistant to Works Manager in a 
or 
Smarts 


255 


The manufacturers of a leading nation- 
ally advertised brand of Corsets and 
Brassieres are seeking the services of a 
first class Advertising and 


Publicity Manager 


The applicant for this appointment 
must be a man of considerable experi- 
ence in the fashion field with a sound 
knowledge of press, magazine and 
dealer-aid advertising together with 
the practical application and design of 
display and point-of-sale material. 
This appointment offers to the right 
man a progressive position with a well 
established company. A _ four-figure 
salary will be offered to the successful 
applicant. Write with full details of 
experience to 


Box 8261 
Advertiser's Weekly 180 Fleet St EC4 


GORDON & GOTCH 


ADVERTISING LIMITED 


REQUIRE 


A JUNIOR 
TYPOGRAPHER 


Applicants must have some 
practical Agency experience, 
and be capable of working on 
their own initiative. If you 
are qualified, between 20 and 
23, and are seeking a change, 
phone Mr. Burton for 
appointment 


75-79 FARRINGDON STREET, £.C.4 


TeL: CENTRAL 4030 ex. 9 


c 


APABLE YOUNG LADY, with know- 
ledge of layout and finished work 
Excellent prospects for person with 
initiative Studio situated N.W 
Londor, convenient Stanmore/Met. 
Line, 8, 46 & $2 buses. Write, stat- 
ing age, experience and salary 
required 


Box 8235 Ad. Weekly 180 Pleet St BC4 


Are you looking for an 
interesting, worth-while 
but difficult job in News- 
paper Advertising? 


The Advertisement Manager 
of the Evening Express 
Liverpool is looking for a man 
or woman of ability, experience 
and tenacity to develop the 
Classified Advertisements. 


Write in first instance and tell 
him why and how you think 
you could do this job, your 
previous experience and salary 
required. 


LADY 


SEC 7 tg 


Publishers’ hy * 
and — Age abow 40. 
Write, in first instance, stating 
qualifications and salary expected. 


Home Publishing Co., Falcon 


ouse, 
Dingwall Road, Croydon, CROydon 
7276 

INTERESTING POSITION for con- 


scientious person (20-25) to work in 
conjunction with principal of small 
publicity firm. Knowledge of general 
office routine and bookwork essential. 
Box 8236 Ad. Weekly 180 Fleet St BC4 


CREATIVE AND DIRECTIVE 

FILM MAN REQUIRED 

To create and supervise 

production of advertising 
films. 


Box 8248 
Advertiser's Weekly 180 Fleet St EC4 


i. experienced Genera 
Artist (Male). 


iF... you can take a visual and turn 
it into a slick coloured rough. 


can use an airbrush, 


iF... you can use your i ination 
and see an opportunity to > aus 
of a rut and spread your talent . 
We would be pleased to see you. Write 
Box 8260 
Advertiser's Weekly 180 Fleet St EC4 


MANCHESTER MAIL ORDER FIRM 
require Male or Female Layout Artist 
for catalogue work Must have had 
some previous experience State age, 
wage and experience. Five-day week. 


Apply 
Box 8191 Ad. Weekly 180 Pleet St BC4 


SOCIETY require assistant with know- 
ledge of shorthand, typewriting and 
routine work associated with Journal 
publication Knowledge of = film 
industry desirable, but not essential 
Five-day week 
Box 8174 Ad. Weekly 180 Pleet St BC4 


- OUTDOOR 


ADVERTISER'S WEEKLY 


WANTED 
by large London Agency 
Fully trained 


COPY DETAIL 
STAFF 


Aged 25-30. Starting salary £10 
ee week. Applicants please send 
ull particulars, realising that these 
are intended to permanent 
posts, to : 
Box 8162 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING. Well. 
known concern, specialising in outdoor 
publicity, requires representative with 
sound knowledge of locating and 
negotiating outdoor sites. Write, stat. 
ing experience, to 

Box 8269 Ad. Weekly 180 Pleet St BC4 


“ARE YOU ENGINEERING 
& PUBLICITY MINDED?” 


There is a splendid op wor for you 
to progress with us i are capable 
of handling the preduahen of technical 
publications from start to finish, This 
senior position calls for a man who 
understands technical copy and illus- 
trations, and has abilicy to transiorm 
this material into clear and attractive 
oe 
u are interested in joining « keen 
ph Fo team in one of the largest 
ngineering Companies in the country, 
situated in the East Midlands, send full 
particulars in confidence to 


Box 8264 
Advertiser's Weekly 180 Fleet St EC4 


detail essential. 


FCB 


HAS AN OPENING 
FOR ANOTHER 


Traffic/Control Ass’t. 


Applicants must be agency trained and have 
completed their National Service. A working 
knowledge of production, schedules and copy 


Please address enquiries to the Traffic 
Manager, outlining background and 
experience. 


FOOTE, CONE & BELDING LTD. 
27 Hill St., London, W.1 
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a CU CLASSIFIED ADVERTISEMENTS 
SE ercintnens vacant 


ADVERTISING LTD. t of p answering these advertisements must 
, be made through » Local Office of the Ministry of Labour or a Scheduled Employment _ 


Jury 29, 1954 


APPOINTMENTS VACANT 


PUBLICITY MANAGER 
required 


A ‘wan 359 to oe wy & of tna B and 

gency en is a man aged 18-64 inclusive or a woman aged inclusi Exhibiti vertising orkshire 

have a WaeaNEY for another unless he or . or the employment, is excepted —_ the provisions of the engineering firm. Small department 
Notification Order 1952." 


} already in operation with own artists, 
| etc. Engineering background an ad- 
vantage. Commencing salary £520/£650 
according to age and ability with 
opportunity to develop. replies 
* strictly confidential.’ 


Box 8215 


LAYOUT 
MAN 


He must be experienced in National 


MEDIA MAN 
is offered progressive position in the 


| 
| 
; 


Advertising, have a versatile sense of 
design, embracing a keen understand- 
ing of lettering and typography and the 
ability to produce finished roughs. 


ADVERTISING DEPARTMENT 


Advertiser's Weekly 180 Fleet St EC4 


LEADING PUBLISHING HOUSE re- 


quires secretary to Publicity Assistant. 
Some knowledge of print and layout 


of a large company making and selling well known products. 
Please write or phone for appointment He will be responsible under a senior for media planning, 


} 
| an advantage. Five-day week, ideal 
Tem 6600 selection and research analysis. He will work closely wit | 
| 


conditions, Write or telephone Sales 
Manager, 19/20 Noel Street, London, 
WA (Gerrard 8811) 


EXPANDING ORGANISATION  re- 


advertising agencies and their Media Departments. The success- 


Goneval Manager ful candidate will be between 24 and 30 years of age, of good 


education (preferably of University degree) and some experience wires five Sales Account Executives. 
McCANN-ERICKSON | ~ in media work with an advertising agency, national publication Excellent prospects oy the ~ yond 
ADVERTISING LTD. or national advertiser. The post is permanent and pensionable. ared to work. Salary £1,000 p.a. 
Brettenham House, The starting salary will be in keeping with the importance of pave = _ confidence, stating experi- 
¥ this appointment and consideration will also be given to age, e, 
Lancaster Place, W.C.2 qualification and experience of the selected candidate. It is Box 8277 Ad. Weekly 180 Fleet St BC4 
expected chat the salary and responsibilities will increase 


REPRESENTATIVE required for well- 
known Process Engraving House in 
the Midlands. Knowledge of this and 
the printing trade an advantage. 
Write full details to 
Box 8240 Ad. Weekly 180 Fleet St BC4 


| ENERGETIC SPACE SALESMAN re. 
quited by publishing firm with offices 


Letters of application should contain details of age, education and 
career, including H.M. forces, and be sent to 


x R. J. HARMER 
ADVERTISING 
OF 62 OXFORD ST., W.1 


materially as the new man demonstrates his ability to progress. 
Advertiser's Weekly 180 Fleet Street EC4 


in London. Good salary and excel- 

f Require LETTERING ARTISTS | Higbee eta for suitable applicant. 

and GENERAL ARTISTS of Age yg weg i 
(be Box 8242 Ad a 

i outstanding ability. LETTERING ARTIST, preferably with , D.D.W.S. require 2 Traffic Assistant, | ey Me ret & BCs 

wi qua some experience of technical line illus- | aged 20 to 25, with good working | REPRESENTATIVE, having established 

; highest rates of pay to tration, wired by West End technical © knowledge of mechanical production connection with National Advertisers 


agency ; 35-hour week Write, giving 
details of age, experience and salary 


required, to 
Box $270 Ad. Weekly 180 Pleet St BC4 


and agency procedure. A 
should be sent to Staff anager, 
D.D.W.S., 35 Park Street, W.!. 


TECHNICAL 


Se selected applicants. lications 


Phone for appointment, Museum 2068 


in London and Provinces, required by 
London concern producing first-class 
metal display units. 
Box 8272 Ad. Weekly 180 Fleet St BC4 


| PRODUCTION, Young man with 
previous agency experience required for 
WRITER West End Agency. Excellent oppor- 
| ey, to progress and good salary 

uired by large precision instrument ered. 
yon me a A offices in Leyton. Appli- | | Box 8273 Ad. Weekly 180 Fleet St BC4 
cants should be familiar with electronics 


irae een APPOINTMENTS WANTED 
gressive for che right man and the | | 


An unusual Opportunity 
for an all-round 


et ni initial salary would be ate 

ra | with experience. Applications, which 

= | can be oe in the - confidence, = pete remap titer 
se giving full details of experience, age i je connection 

ie advertising man _ | feditncyeguired should Beadérened | | | Seutrehnent te cea tr ome 


; vincial Printers able to handle large volume 
in che first instance to i 


x 


of ep verona and Coneret eens 
? i Personnel Department, ini to see pena © ny . p.a., 
& KELVIN & HUGHES LIMITED ta a nen 0284 = 
ET, New North Road, Barkingside, ‘ 
phe A long established, medium sized, Essex. Advertiser's Weekly 180 Fleet St EC4 
ae 


London Advertising Agency 


STILL LIFE ARTISTS required for line, YOUNG MAN (6), leaving grammar 
eB . h ar ~~ colour ~ = -9— — school end of. sumimer term, “who has 
cea ully experienc in mail order k {! oe ; 

Bee needs a man in the forties to take his eS ae a a keen ‘lair for lettering, seeks star 
place in the firm with the likelihood of studio ogressive 


agency. 
Box 8237 Ad. Weekly 180 Fleet St EC4 


becoming head of the business in due 


Box 8279 Ad. Weekly 180 Fleet St EC4 
B.Sc. (31), now doing varied technical 
course. 


2 w ecou ! d wor k service (including authorship), seeks 


” w 
together! Bont 27S Ad. Weekly 180 Fleet St BCA 
To have resources to buy shares 


now or later could be an advantage but 
is not essential. 


We require a senior production man 
who can create original layouts for 
technical Catalogues and sales promo- 
tion material. ie will supervise che 
pe ae ag of finished artwork from 
is visuals, and will be responsible for 
block ordering and print production. 
This progressive position provides an 

excellent opportunity for a likeable 


ARRIVING 
AUGUST Gth... 
. .. British Account Executive, 


who has spent the last two 
years of his advertising career 


man with ability, in a well-known 
Engineering Company. 


if you think we could work ther, 
send full details in complete emaidenes 
to 
Box 8266 
Advertiser's Weekly 180 Fleet St EC4 
WANTED FOR ADVERTISING DE- 
PARTMENT of Technical Journal. | 


Clerk Shorthand Typist. Hours 9-5.30. 
No Saturdays. Write details of experi- 


ence. age, salary required, to 
Box 8274 Ad. Weekly 180 Fleet St BC4 | 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


Enquiries giving as full details as possible should be 
sent in strict confidence to 
Box 8231, 
Advertiser’s Weekly, 180, Fleet Street, E.C.4. 
(Present personnel know of this advertisement.) 


in India with an International 
Agency, now requires similar 
position in England. 

Box 8187 
Advertiser's Weekly 180 Fleet St EC4 
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ili 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


COMMERCIAL 
TELEVISION 


if you're worried about TV 
programmes, 

At your wits’ end to know where 
to start, 

if you find that your rivals have 
got ** what it takes "’ 

And that you have been “* left 
in the cart,”’ 

It may then be too late to rave 
and to moan 

And say “* it’s a pity,"’ I'm sure, 

if we'd only had foresight and 
planned for the day, 

We wouldn't be ** down on the 


floor. 

Now's the time to prepare for 
the future, 

To compete for the *‘ plums "’ 
to be got, 


And for this you will need the 
best brains you can get 
To help put you right at the 


top. 

Production and planning’s im- 
portant, 

ideas you will need by the score, 

Now's the time, make a date, 
before it's too late, 

Opportunity knocks at your 
door. 


If you're interested in an adver- 
tising executive, full of ideas, 
with wide and varied experience 
and a professional background, 
write to 


Box 8250 
Advertiser's Weekly 180 Fleet St EC4 


MARKET & SOCIAL RESEARCH. 
Woman with many years’ experience 
in these fields wants work Middle 
aged, mobile Available September 
Excellent references. 

Box 8256 Ad. Weekly 180 Pileet St BC4 


* HAND-PICKED " SECRETARIES 
available. a * Wigmore Agency, 67 
Wigmore St.. W.1. HUNter 9951/2/3 


YOUNG MAN (35) desires position as 
Space Salesman. 
Rox 8257 Ad. Weckly 180 Pleet St BC4 


BUSINESS OPPORTUNITIES 


YOUNG 
ADVERTISING 
AGENT 


capable and with good record of 
integrity and dependability, is 
offered association with old- 
established, fully recognised agency 
with opportunity for succession 
to whole. Own company could 
continue without change — main 
object being to assure continuity 
of both. Gross income £4,000 per 
annum or over, based on good 
accounts, is essential. 


Replies will be held in strict 
confidence. Write 
Box 8261 


Advertiser's Weekly 180 Fleet St EC4 


COURSES 


| EXPERIENCED GENERAL ARTIST 
and Typographer secks a Sa space 
in Centra! London Stud 
Box 8239 Ad. Weekly 180. Fleet Ss BCA 


A.A. and 1.1.P.A. EXAMS 
SUMMER TERMS FOR SUMMER STUDY 


For a limited period ICS Home Study Courses in preparation 


for the above exams are available at reduced fees | 


These practical 


and up-to-date courses have been prepared by experienced and 
successful advertising men with your special needs in mind. Start 
this training now and you save precious time—and money ! 

Every year with our help many advertising men and women 
have become Associates of the IIPA or AA diploma holders. 
This is your chance to prepare for future success at the mini- 


mum cost to yourself ! 


We also give specialised training in COMMERCIAL ART, 
POSTER DESIGN, LETTERING and SIGN WRITING. 


Write TODAY for free book containing information about 


our valuable instruction service an 
Offer. 


Special Summer Term 


for details of our 


DEPT. 2C INTERNATIONAL CORRESPONDENCE SCHOOLS 


INTERNATIONAL 


BUILDINGS, KINGSWAY, LONDON, W.C.2 


DESK SPACE, with good 
- pegemeag Fleet Street 


Box Son 6259 Ad. Weekly 180 Fleet St BC4 


PRINTERS 


SERVICE TO; PRINT BUYERS ! 


Our facilities in typesetting, letterpress 
machining, binding and direct mailing. 
| | will more chan recompense your 
interest in sending us an enquiry. 


LINCOLNSHIRE CHRONICLE 
General Printing House, 
Waterside North, Lincoln 
Telephone : Lincoln 666 


light and 
Ws. per 


OLD-ESTABLISHED, well-equipped 
| firm of Printers with solid reputation 
/ for good-class work and prompt 

service, has capacity for small monthly 
journals. Enquiries promptly attended 

to. Telephone 
write to Lynn & Co 
| 7/9 Princelet Street, 


Bishopsgate O88! or 
Printers) pe 
London, 
SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


GROWING WEST END 
Agency of good standing, would like 
to amalgamate or come to working 
arrangement with provincial firm re- 
quiring London address or with 
another London firm. Principals only. 


please, reply to Messrs. Scott Winter 
& Co., 2 Howard Street. Strand. 
London, W.C.2 


COUNTY BOROUGH 
OF BOOTLE 


The Transport Committee invite 
offers for the renting of adver- 
tising space (8 Crown posters) in 
about 30 omnibus shelters in the 
Borough. 

Full particulars may be obtained 
from the Borough Engineer and 
Surveyor, Town Hall, Bootle, 
Lancs. 


> Order, 
HAROLD PARTINGTON 
Town Clerk, 
Town Hall, 
tle. 


COMMISSIONS waiting for top flight 


figure artists W. Partridge, Art 
Agent, 61 Bartholomew Close, E.C.! 


ig atoms stg 


of thriving Newspaper other 
Publications in Dublin require Soddicional 
capital for development. Certified 
accounts available. 

For perticulars apply — 


Battersby & Co., Agents, 
Westmoreland Street, Dublin 


| WELL-EQUIPPED Commercial Photo- 


| 
| 


PRINTER-PUBLISHER = required 


graphic Stadio in London, doing first- 
rate work, is in danger of having to 
close the “ shutters "’ through in- 
sufficient turnover. Will business house, 
able to give constant flow of work. 
contact advertiser and so save one 
ea private enterprise from the 
re 
Box 8276 Ad. Weekly 180 Fleet St BC4 


ad 


established Magazine. Wri 
Box P.710, Willings, 362 Grays = 
Rosed. WC.1 


FREE LANCE SERVICES 


NEW IDEAS, creative layouts, artwork 


Just write to 
Weekly 180 Fleet St BC4 


Bron #247 Ad 


BUSINESS OPPORTUNITIES FREE LANCE SERVICES 


SMALL, 


ADVERTISEMENT REPRESENTATIVE 


required by Freelance Space Selling 
Organisation Write stating ex 
perience, salary required, etc. 


Box 8263 
Advertiser's Weekly 180 Fleet St EC4 


by photo-litho or letterpress (own 
photo-litho process plant) 
CARILLON PRESS LTD. 

Fine Colour Printers, Bournemouth 

| Telephone Boscombe 36835. 

/ London Office 98-100 Fleet Street, 

E.CA, Phone : CENtral 1740 


LITHOPRINT LTD. offer capacity for 
| printing on R.K.L. and 30 roto- 


print machines. Art work and plates 
undertaken on premises Address 
p. -% Bedford Hill, §.W.12 BAI 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers 
wish to contact artists able 
to design attractive cards— 
Christmas, Birthday and 
Special Occasion—suitable for 
general market. Novelty of 
design and/or fold of card 
particularly interesting. Roughs 
or artwork should be sent for 
consideration to 


A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 


COLOUR PRINTERS 


with up-to-date Works and 
Machinery (Letterpress) 
welcome enquiries and 
orders for Brochures, 
Catalogues and Monthly 
Periodicals. Write: General 
Manager, Clare, Son & Co. 
Ltd., The Cathedral Press, 
WELLS, Somerset. 


CROYDON SURREY 
STUDIO TORRON, LTD., 19 Haver 
stock Hill, N.W.3 (Telephone PRI 
1921 or 9411), Display Specialists, 


require the services of tip-top free 
lance multiple display and silk screen 


ner. Interesting proposition 
offered 
FREELANCE WANTED 


Medium size London Engineers, leaders 
in their field, require layout man able 

repare technical folders, catalogues 
and | leaflets. Fields covered Aviation, 
Marine, Electrical and industry. First- 
lass work only acceptable 


Box 8267 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST (Ex. lig.) specialises 
in folders and brochures, seeks com- 


missions. 
| Box 8229 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


PUBLISHER OFFERS ROOM, 
desks, telephone, etc. at £125 « year, 
inclusive light and heat 
costs of additional typist 
Journal Representative 

Box 8248 Ad. Weekly 180 Pleet S BC4 


Suitable 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


two 


Would share 


MISCELLANEOUS 


FRAMES and MOULDINGS 


for all types 


of interior or exterior display. 
Any size. 
Any pattern. 
Mustrated list free on request. 


J. EPSTEIN & CO. LTD., 
Moulding Manufacturers, 
MIVART ST., BRISTOL,5S 


PIN-UPS AND COVER GIRLS 
artists and advertising agents 
particulars of these and of 
enormous model _ 

Gotlop Photogra Z=.™ 24 
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ADVERTISER'S WEEKLY 


Advertiser's 


REGISTERED 
T G.P.O. AS A 
NEWSPAPER 


Weekly 


THurspay, Joty 29. 


S. a copy 
] 3 a year 
Post free 
55'- foverseas) 


CERTIFIED NET SALES 


. (A.B.C.) 
JANUARY- JUNE 1954 
averaged 


1102,546 


COPIES PER ISSUE 


Once more “ THE STAR” has 
improved its circulation position with 
reference to the two other evening 
newspapers. 


It continues to offer the lowest 
rate per inch per thousand in 
its group. 


ROY CLARK, Advertisement Director. 
12-22 Bouverie St., London, E.C.4. "Phone: CENtral 5000. 


Reprinted o~ THE STAR 
July 15th, 1984. 


OUTH and the young 

marrieds are predomin 
antly the people who read 
“The Star.”’ 

It is the newspaper of the 
home-builders and the family 
with children more than any, 
thing else 

This is disclosed today in the 
National ee yen A Survey, an 
independent statistical record of 
newspaper readers. 

‘The Star” is read, on average. 
by 2,858,000 people every day. 

No fewer than 61 per cent of 
them are between 16 and 44 

The two other London evening 
newspapers are well below this 
percentage in the analysis of 
their readers’ ages. They appeal 
more to the elderly. 


The Housewives 


ORE significant still, 71 per 

cent of the readers of ‘' The 
Star’’ are married. This, too, tops 
the relative percentages of the two 
other evening newspapers. 

Housewives make up 35 per 
cent of ‘*The Star'’ readership, 
and ‘The Star’’ is clearly shown 
to be the newspaper of the growing 
family. 

Of the housewives who read it, 
16 per cent are responsibic for 
households of four or more. The 
two other newspapers are below 
this percentage. 

This is also shown in the 

reentage of “Star’’ families 

n which there are children 
under 16. The figure is the 
striking one of 36 per cent. 

Here again, the other news- 

pers are below “The Star” 

gure. 


More Earners 


ITHOUT doubt ‘The Star” 

is primarily the newspaper 
of the young family man and his 
wife bringing up their children. 

This is reflected ain in the 
number of households who own 
TV. They are 32 r cent of 
“The Star” readerehip. And the 
PenReeGOCTTap par eaneT sewers 
8 42. 

A higher percentage of ‘Star’ 
readers—33 per cent—regularly 
go to the cinema than those of 
the other London evening news- 
papers 

ust under a quarter of the 
women who read *“The Star’’ go 
out to work and the survey 
shows that there are more 
earners per household among 
“Star” readers than those of 
the other evenings. In 22 per 
cent of “The Star’’ readers’ 
households there are three or 
more earners. 


When you refer to the 1.1.P.A. Survey, be sure to compare 
the cost per thousand of reaching each category. 


Published by the Proprietors, BUSINESS PUBLICATIONS Ltd., 


at their office at 180 Fleet Succi 
July 29, 1954. Printed in England by St Clements Press Ltd., 


| “Drapers 


London, E.C.4 
Portugal St.. Kingsway, London, W.C.2 


STOP PRESS 


Rogerson leaves 
War Office 


Sidney Rogerson relinquishing 
post as publicity adviser to Army 
Council after two and a half years. 
Mr. Rogerson, who will reach re- 
tiring age at the end of this year, 
will not be returning to ICI (who 
lent him to War Office) as publicity 
controller. Expected to act as 
publicity adviser. 


‘TWO FREDS’ 
RECORD 


Latest additions to the list of 
“Two Freds” programme  sub- 
seribers: Allardyce Palmer Litd., 

J Record,” “Ev 
News” McCann-Erickson Adver-. 
t Ltd. Nelson Advertising 
Service Ltd., Northcliffe Newspapers 
Group Ltd., Alfred Pemberton Ltd., 


| Joshua B. Powers Ltd., S. Presbury 
| & Co. Ltd. Stephens 


Advertising 
Service Ltd., “The Times,” Vernons 


Pools Ltd. 


T. M. (Pete) Smith 


| marketing director, Alfred 


Sons Ltd. 


Herts and Beds Newspaper Adver- 
tisement Executives’ Association new 
officers: Chairman, A. Temple- 
Willis (“Welwyn Times”); vice 
chairman, J. Waple (“Bedfordshire 


Furze 2 Ces 


secretary / 
oe G. Wen? (* Bucks Adver- 
| tiser’’). 


Advertising campaign for Robert- 
son’s “Silver Shred” Marmalade 
running currently in national dailies 
and Sundays, leading —— 

feature Robertson 


John yo of Dale iy om 
officer, 


Publicity, 
| magn A a Allied Traders’ Exhibi- 


by Trades’ Markets 


a Eatletdons Ltd. at mpia, 
| October 48. 7 


(Phone Chancery 8844 ) 
> 
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